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Introduced 
at the Metropolitan Opera 
Featured 


by New York’s Outstanding Retailer 


SALOME : 


Tupper's newest and finest sandal is an exact replica of that 
worn in the Metropolitan production of the opera "Salome." 
Displayed and sold by a great New York store, it is one of the 
most important shoes of the season. Tupper stylists have 
caught the allure and charm of Salome herself and combined 
it cleverly with modern grace and smartness. Tupper work- 
manship adds distinction and insures quality. Promote Salome 
in your spring displays. Feature its authentic background and 


unusual design. Salome is the sandal of the season! 






TUPPER SLIPPER CORP. 


25 Lafayette Street Brooklyn, New York » [YJ 
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The VOICE of the TRADE 


ARD MELVILLE (president) 
in the annual report of the 
Melville Shoe Corporation, says: 
“An outstanding feature of our 
operation in 1933 was the immedi- 
ate change in our sales figures 
which followed the end of the bank 
holiday. We had previously met 
the changed economic conditions by 








bringing the prices of our shoes 
strictly in line with the current pur- 
chasing ability of our customers, 
and we succeeded in keeping them 
there through efficiencies and sav- 
ings based on the abandonment of 
nonessential expenditures in all 
parts of the business. Our factory 
connections made it possible for us 
to continue retailing Thom McAn’s 
men’s shoes at $3 a pair -up to De- 
cember 1, 1933. When we finally 
advanced the price of these shoes, 
10% on that date, there was only 
a small drop in unit sales. 

“Careful handling of our expense 
budget plus cooperation on the part 
of the store personnel also con- 
tributed to the satisfactory showing 
for the year, explaining the fact 
that the Company’s earnings were 
approximately double those for 
1932, although dollar sales for the 
twelve months were only 2.5% 
greater. I might add that these 
ends were secured in spite of the 
compulsory increase in costs due to 


the Company’s operation under the 
Code of Fair Competition for the 
Retail. Trade, which compelled us 
to make a substantial increase in 
the number of our sales force.” 


% * * 


M. KAY, president of the Ber- 

e land Shoe Stores, Inc., in an 
announcement addressed to the 
managers of their many stores, 
says: 

“Good merchandise is only half 
the battle. Responsibility for pass- 
ing this merchandise to its ultimate 
goal rests entirely in our hands. 
Enthusiasm is very good providing 
it is translated into results. Put this 
enthusiasm into your windows. Get 
your customers on the telephone. 
Drop them a line. Start talking. 
Tell everybody you meet. Have 
every salesman tell every girl he 








meets what beautiful shoes he has. 
Call your men together. Enthuse 
them and see if you can’t get a run- 
ning start on the Spring season. 

“No one thing will put your 
store over in 1934. It is a combina- 
tion of all elements that must be 
assembled, coordinated and put to 
work every day.” 


* *% % 


P. ISENBERG, manager of 

e the Dan Cohen store in 
Louisville, Ky., says: 

“Business is improving all the 


time. Due to the NRA and CWA 
many people are going back to 
work and that means that they come 
in to buy shoes. I anticipate a very 
good Spring business.” 


— 


xs 


Se 


J. BOSTOCK, J.P., Chairman 

¢ of the Board of Directors of 
Lotus, Ltd., Stafford, England, said 
in his annual report: 

“The greatest good of the great- 
est number must still be the states- 
man’s rule. 

“This has been recognized by 
President Roosevelt and is, indeed, 
the foundation of the NRA Codes. 
Rugged individualism and _ unre- 
stricted competition having been 
tried and found wanting, control 
and regulation of industry have 
taken their place. It is too soon to 
determine how the New Deal will 
work out, but this at least can be 
said—it has remedied many long- 
standing abuses and given a new 
direction to American social policy. 

“‘We here are moving in the same 
direction. Fair-minded employers 
and their workers require protection 
from the unscrupulous competition 
of unfair employers taking advan- 
tage of economic distress to depress 
wage rates. Such competition is es- 
sentially unfair and anti-social and 
very harmful in its effects. Com- 
petition must have its limits like 
other forms of human activity. 














Machinery must be devised for giv- 
ing effect to the will of the majority 
and protecting society from un- 
social minorities guided solely by 
what are conceived to be their im- 
mediate financial interests.” 


* * * 


OLPH CARLSON of Great 
Falls, Mont., says: 
“Astrology has been my hobby 
for a number of years. I have ap- 
plied astrology to the shoe business 
with considerable thought and I 
feel confident in my foresight.” 
He is president of Carlson’s Shoe 
Store which deals in feminine foot- 


wear only. 
* * * 


ED WAYBURN, | nationally 
known dance master and the- 
atrical producer, says: 

“There are no ‘flatfoots’ among 
the chorus girls of his, or the av- 
erage musical comedy director. And 
the reason why might well be 
passed along by the average mer- 
chant to his customers—the girls 
in dancing keep their joints flex- 
ible, wear high heels, low heels and 
middle-sized heels—with the result 
their feet are exercised to per- 


fection.” 
7 * * 


M. BROADHURST, head of 

e Broadhurst, Inc., and presi- 

dent of the Denver Shoe Retailers 
Association, says: 


TAKE IT EASY 








“There is no doubt that business 
is improving, and in most cases 
pretty rapidly, but we should avoid 
expecting too much overnight. I 
don’t believe there’s any change of 
business sliding back to previous 
low levels, but past experience 
shows that recovery always comes 
in ups and downs. If we hit a few 
pretty hard bumps between now 
and the time business gets back to 
normal, there will be no cause for 
discouragement. It will simply be 
the routine grind of economic 
machinery.” 
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WHAT NEXT? 


—A subscriber asks “Are we going to have 
another slide-back in business this year 
similar to what we had last Summer?” 

—lIt’s dangerous to attempt a prophecy 
these days, but it is permissible to con- 
sider conditions of a year ago as com- 
pared with conditions today. 

—lIn the middle of last year there was a 
rush to turn money into goods on the 
part of producer, distributor and con- 
sumer. 

—“Inflation” and “higher prices” were in 
the air and everybody produced and 
bought more than he needed. 

—Speculation was the motivating force 
back of buying. A later set-back in busi- 
ness was the logical result. 

—Today there is no speculative fever, cour- 
age has replaced fear, purchasing power 
is much stronger, people are buying what 
they need—with an eye to better 
quality than was the case a year ago. 

—Production is timing itself with consump- 
tion. Carloadings are increasing. Electric 
power output has expanded. 

—And Easter is not far off. 

—So, in my opinion, there is a much 
sounder background today for continued 
improvement in business. 

—I'll go so far as to venture this prophecy 
—that 1934 will be a much better 
business year than 1933. 

—And that’s sump’n! 


Zeus 6 Toe 


President. 


scmmeeiammmnel 








P. SIMMONS, vice-president 

e and general manager of 

Sanger Brothers, Inc., Dallas, Tex., 
says: 

“The traditionally liberal policy 
concerning returns was abandoned 
in Dallas in 1931 and a new policy 
was adopted that conformed with 
modern demands for greater exact- 
ness in all transactions. The costly 
method of selling on approval, 
which made a potential branch store 
of every customer’s living room, 
was ruled out. All legitimate re- 
quests for the privilege of home 
selection would be met, but it was 
believed that the field of these re- 
quests could be appreciably nar- 
rowed. Results have so proved that 
this belief was correct. 

“Rules concerning returns were 
displayed in the stores over the sig- 


nature of the cooperating mer- 
chants. Effort in each store to im- 
prove store operations and educate 
the salespeople in better selling 
methods was the essential prelimi- 
nary stage of this program. It was 
followed by an educational effort 
with the public.” 


* * * 


AM HERWITZ of Collinsville, 
Ill., says: 

“I am glad to state that our work 
shoes business has increased 50 per 
cent in the last four weeks. We 
find, however, that the price range 
is between $2.25 and $3.00. Men 
that are returning to work are too 
far in debt at this time to buy ex- 
pensive merchandise. But better 
days will come for conditions are 
‘picking up’ right along.” 


* * * 


” KING’S indiscretion inspired 

the Moliere Shoe. He was 
Louis the 14th and he left his shoes 
behind him in the boudoir of his 
favorite. The Queen passed through 
(for the palace strangely was so 
constructed!) spied them, and de- 
cided to investigate. But so did a 
faithful courtier of the King, who 
knew of Louis’ infatuation! Before 
she could scout a clue, he had ar- 
ranged to have all courtiers wear 
shoes like the King’s. Thus Louis 
was spared the Queenly wrath. 
Moliere — a court favorite — wore 
his on the stage, thereby giving 





them a name. Macy’s shoes are 
copies of the originals now in a 
famous national museum — $7.94. 
Macy’s.” 

The foregoing is the text of an 
advertisement for a wide strap, 
large vertical buckle Colonial type 


slipper featured by Macy’s. 


* * * 


IDGETS, giants, stunt flyers 
or ceiling walkers—no one 
type is a difficult problem for the 
J. C. Walsh Shoe Company of Los 








sheegi te Bhan sts 
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Angeles to fit and aside from the 
unusual orders received from 
motion picture companies for vari- 
ous characters to be featured in 
films, this company has yet to turn 
down any one order too difficult to 
make. 

It has made a shoe size No. 1 for 
Prince Ludwig, the midget, and a 
size No. 23 for John Asen, the cir- 
cus giant. On another occasion, it 
made for J. D. Pate shoes with 
soles containing suction cups, per- 
mitting Pate to walk on a wooden 


ceiling. 
* * * 


HE Century of Progress re- 

opens June 1, 1934—reinvigo- 
rated, refurnished and reinteresting 
to the public. Some 22,500,000 
visitors walked Chicago’s lake-front 
last year. 

New and expressive colors will 
add interest and gaiety to the archi- 
tecturally original Fair buildings. 
Illumination effects will be greatly 
enhanced, presenting new panora- 
mas of light and color. The archi- 
tectural and lighting features of the 
lagoons will be improved and em- 
bellished. New design and decora- 
tion will add effectiveness to the 
important entrances to the grounds. 

An outstanding addition to the 
1934 World’s Fair will be a series 
of foreign villages that will provide 
the visitors with an experience com- 
parable in many ways to a trip 


abroad. 
* * * 


HE American dollar, although 

worth only 63.8 cents in gold 
at the end of 1933, had an internal 
purchasing power considerably 
above that of the dollar of 1926, 
according to computations of the 
National Industrial Conference 
Board. 

The man who took his dollar to 
the farms in December, 1933, could 
buy 100 per cent more than in 1926. 
If he went to the wholesale markets 
he could buy 41.2 per cent more, 
but if he excluded from his pur- 
chases farm products and foods, he 
could buy only 29 per cent more of 
other commodities. On the other 
hand, the wage earner who bought 
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at the retail stores, paid his rent, 
and met the other expenses of liv- 
ing could get 34.3 per cent more 
for his dollar than he could in 
1926. 

No individual buys all farm 
products or all articles sold in the 
wholesale market, and how much 
any one could obtain for his dollar 
would depend on what he bought. 
On the farms he could buy in De- 
cember, 1933, 30.2 per cent more 
cotton, 75.2 per cent more milk, 
76.4 per cent more corn, 84.0 per 
cent more wheat, and 252 per cent 
more hogs. 

From the buyer’s standpoint De- 
cember, 1933, did not offer the best 
bargains. These occurred generally 
in the early months of the year 
1933. Since then the rise of prices 
has somewhat reduced the purchas- 
ing power of the buyer’s dollar in 


all fields. 


* * * 


DWARD REINEBERG, past 

president of the local asso- 
ciation and now president of the 
Middle Atlantic Shoe Retailers As- 
sociation, gave a report to York 
(Pa.) shoe retailers assembled in 
the store of George E. Smith—on 
the convention activities of the asso- 
ciation at Philadelphia. He also 
spoke of the future trends of retail- 
ing and pointed out the necessity 






for closer contact with shoe trade 
journals and urged a closer cooper- 
ation with the National Shoe Re- 
‘tailers Association. Mr. Reineberg 
predicted an increased demand for 
the finer types of footwear and 
dwelt on the necessity of maintain- 
ing a deeper interest in consumer 
wants in footwear. 

Charles Martin gave a talk on 
“Women’s Styles” and David Lewis 
on “Men’s Styles.” Samuel Shapiro 
spoke on “Novelty Footwear” and 
Louis Leibowitz on “Children’s 


Footwear.” 
* . 7 * 


ICHEST men:—A_ European 

economist who is regarded as 

the world’s greatest specialist on 

the subject of large fortunes makes 

the following current classification 

(in order of their wealth) of the 
17 richest men in the world: 

1, Edsel Ford; 2, Baron Edouard 
de Rothschild; 3, Duke of West- 
minster; 4, Kaiser Wilhelm II; 5, 
Gaekwar of Baroda; 6, Sir Basil 
Zaharoff; 7, Simon Patino (Bo- 
livia); 8, Lord Iveagh; 9, The 
Agha Khan; 10, Nizam of Hydera- 
bad; 11, Henry Ford; 12, G. de 
Wendel; 13, John D. Rockefeller; 
14, John D. Rockefeller, Jr.; 15, 
Louis Dreyfus (Paris) ; 16, Andrew 
si 17, Fritz Thyssen (Ger- 


any). 
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“Show Must Go On” 


New 


says 


England Group 


Fifteenth Annual Boston Shoe 


Fair Scheduled for July 9, 10 
and 11, “the week after the Fourth’ 


THOMAS F. ANDERSON 


Secretary, New England Shoe and Leather 
Association 


HE New England Shoe and Leather Association, 

by vote of its directors, is making a determined 

effort to have its Fifteenth Annual Boston Shoe 
Fair (an outstanding New England trade event), sched- 
uled for July 9, 10 and 11, next, exempted by President 
Roosevelt from the operations of Section 6, Article 8, 
of the Shoe Manufacturers’ NRA Code of Fair Com- 
petition. 

This section prohibits all shoe manufacturers who 
have signed the Code from paying entrance fees to 
trades shows other than that conducted by the National 
Boot and Shoe Manufacturers’ Association, with head- 
quarters in New York City, thus constituting the latter 
a monopoly in this connection, although Section 2, 
Article 1, of the Shoe Manufacturers’ Code, expressly 
states that “this Code is not designed to promote or 
permit monopolies, or monopolistic practices, or to 
eliminate or oppress small enterprises, or to operate 
to discriminate against them.” 

In this endeavor, the New England Shoe and Leather 
Association has the support not only of leading shoe 
manufacturers in the New England section but of many 
influential organizations representing other industries 
and trades, which consider the Annual Boston Shoe Fair 
a valuable New England asset which should be per- 
petuated. Likewise, the Association will be able to 
count on the united support of all of the New England 
Senators and Representatives in Congress, if their aid 
should be found necessary. 

The Association, in its request for exemption, points 


out that during the 14 years of its existence, the 
Boston Shoe Fair has been the means of bringing to 
the New England market thousands of retail and whole- 
sale buyers of footwear who have placed orders with 
New England manufacturers and wholesalers for many 
million dollars’ worth of merchandise. 

The Association bases its claims for exemption of 
this long-established institution on the following, among 
other reasons: 


1. The New England Shoe and Leather Association is, 
in part, a shoe manufacturers’ organization in continuous 
existence for more than 60 years, and claims the same 
right to conduct a trade show, with entrance fees sufficient 
to cover expense, as any other shoe manufacturers’ asso- 
ciation. 

2. The Association’s Annual Boston Shoe Fair is incor- 
porated under Massachusetts Laws governing educational 
associations, and is a strictly non-profit enterprise, its char- 
ter prohibiting the payment of any dividends to its stock- 
holders. 

3. The Boston Shoe Fair has been continuously operated 
for 14 years, and during that period, as above stated, has 
been instrumental in bringing many thousands of shoe 
buyers from every part of the United States and Canada 
to Boston during the attractive New England Summer va- 
cation season, and has been the means of enabling New 
England shoe manufacturers to sell great quantities of their 
products to these buyers. 

4. The Boston Shoe Fair has, in this way, built up a 
large measure of good will toward New England shoe 
manufacturers and those conducting kindred industries, 
and any interference with it at this time would be a distinct 

[TURN TO PAGE 54, PLEASE] 
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We've heard a lot about shoe departments designed to appeal to the modern Miss. Now Desmond’s of Los Angeles have designed one 
to please the young men of that very modern center of youthful interests and activities. Apparently the young men like it. 


A Young Mens Shoe Shop 


Los Angeles Store Installs New Depart- 
ment Designed in the Modern Spirit 


Angeles men’s store, is to the young man, when 

the shoe department was remodeled recently a 
refined modern motif was used which placed the depart- 
ment among the swankiest on the coast. 

An outstanding display fixture is a barrel type case 
located in the very center of the broad entrance and 
used quite largely for seasonal presentations of leaders 
in the finer grade shoes. 

The interior trim is in three choice woods with inlaid 
panel effect. Gumwood done in the natural predomi- 
nates, but it alternates with curly maple and zebra 
wood. The walls above the shelving are really painted, 
but they have somewhat the appearance of being up- 
holstered in leatherette. Lighting is indirect, with the 
units scientifically placed so as to avoid shadows and 
bring in perpetual daylight. The chairs are of light 
weight aluminum, finished in genuine pigskin. A sub- 


Sine the main appeal at Desmond’s, large Los 


dued green is the predominating color in the store. 

A display rack used with the shelving and made under 
the direction of Frank J. Crapo has proved both con- 
venient and effective. It is put into place by removing 
one row of shoe boxes (see illustration) and since it 
fits between any two shelves on the wall it can be placed 
at any height. It holds the shoes displayed at an angle 
of about 30 degrees from the horizontal so they: are 
seen readily from the neighboring departments. The 
oblique surface of the rack is dressed always in the 
seasonal colors, either felt or satin being used. 

Mr. Crapo, the buyer and manager, announces a nice 
increase in sales, especially in hiking boots, ski shoes, 
riding boots, etc. As this store maintains the largest 
uniform department west of Chicago the boot sales run 
into big volume. The four other Desmond stores, all 
located in the Los Angeles metropolitan area, maintain 
the same standards as the parent store. 
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HE BROUGHT __ 
BACK THE HARRY 


BLUCHER ~~ 


It was always a great shoe for comfort 
and fitting, but this. keen Brooklyn shoe 
man saw it had style possibilities too 


HAT one about big oaks from little acorns is all 
right—provided you plant the right kind of 
acorns. ‘ 

So says Jack Harris. 

He specifically refers to a recent instance wherein 
a single pair order of men’s shoes gradually developed 
into one of the best in-stock numbers of a large man- 
ufacturer. 

Harris operates a men’s shoe store in New York 
City. Not right in the heart of the city, but in that 
part of Brooklyn called Brownsville, and that distinct 
retail sector of Brownsville called Pitkin Avenue, a full 
hour’s ride on the subway express, yet within the New 
York City limits. 

All of that means that most of the customers whom 
Harris hopes to bring into his store either work in 
New York City or can get there for a nickel carfare. 
To make the competition even more interesting, nearly 
all the chain or group stores have branches right on 
Pitkin Avenue. 

That’s competition that is competition. It is espe- 
cially keen because this trading section is composed of 
some of the smartest dressers—“Broadway types”— 
who will be found anywhere. They want something 
new, provided it is in keeping with fast style ideas. 
Pitkin Avenue is a tough spot to sell just shoes, but 
shoes plus style are something else again. 

Men will pay the asked price without question only 
when and if they are assured of quality and style. 
They have got to like a shoe real well before they will 
buy it. 

Now to get back to this acorn business after this long 
preamble. As Harris tells it, he had a very fussy 
customer over a year ago who told him pointedly that 
while he liked Harris shoes, he wanted something new This is Jack Harris of Brooklyn 
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And this is the shoe that Jack built. He sold it in nice volume to the “snappy dressers” of the Brownsville section. And now it’s in the 
in-stock line of the maker to whom Harris suggested the idea of a style Blucher on a custom last with outside swing, extension sole and 
perforations. A lot of men’s shoe stores will be showing it this season. 


and outstanding. “It was up to me to produce,” said 


Harris. 

“T have sold plenty of medallion tips, so if I gave 
him one of those, it would be just another medallion. 
If I put on a wing tip, it would be just another wing 
tip. 

“In racking my brain for something new, the thought 
came to me that we had not done anything on Bluchers 
for a long while. Some of the stores around had 
stocked a few Bluchers on broad toes, but nobody had 
brought out a Blucher on a medium toe custom last. 
I took a custom last which had a good outside swing, 
a fine free fitter, and detailed a single pair order, whole 
quarter Blucher to be made of a rich brown calf. 

“This customer liked the looks of that pair. After 
he had worn the shoes for a short while, he liked them 
even more, for the wide extension sole on this last with 
plenty of ball room, gave him a sureness of tread that 
he had not experienced before. Being a smart dresser, 
he liked the novel effect plus the comfort of the shoe. 

“My own liking for the shoe caused me to put in a 
small order to see if the trade in general would take 
to them. Sometimes a shoe looks good to us, but the 
customers do not take to it as anticipated. Even 
though the shoe was given good window space, not a 


pair was sold in over a month. Our trade just could 
not see Bluchers. 

“In spite of this, we managed to get a few pairs on 
the feet of some smart dressers. They soon passed the 
word along and in no time at all a nice business was 
rolling in on this shoe. 

“All this happened in the fall. As the shoe began 
to show signs of being a winner, we started to visualize 
it for the coming Summer in all-white buck. Enough 
advance orders were taken to warrant stocking the style 
in all-white. It sold faster in a sport shoe than in a 
brown. Now we were sure of the style, so we imme- 
diately followed in a grey buck, a brown buck, then 
a black calf and lastly, for the present winter season, 
with a rich brown cordovan. Right now, we.are con- 


‘sidering stocking a linen, either all linen or with a 


‘rust’ calf trim, for our men. 

“A little variation has been tried, such as wing tips, 
invisible eyelets, etc., but they have not proved success- 
ful. I have always liked shoes with regular eyelets 
because I believe that they not only add to the dura- 
bility of a man’s shoe, but that they improve the ap- 


pearance greatly.” 
[TURN TO PAGE 40, PLEASE} 











































Plain shoe for carpenters, roofers and 
mechanics who require flexibility. 





Moccasin pattern, often made with 
rubber or fibre soles and Stormwelt. 





Creole Congress style for southern 
farm wear. Light, tough and strong. 
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HE outlook for work shoes all over the country has been very 
much better these past few months. Sales volume, both by the 
makers and the retailers, has been and is increasing rapidly. 

This work shoe activity is due very largely to the campaign “to put 
more men back to work.” All over the country, not only in the South, 
Southeast and the Southwest, but also in the North, Central States and 
the far West have work shoe sales increased. 

A much better quality of work shoe is finding a ready market. 
Manufacturers who have specialized in the work shoe business and 
have a clientele extending all over the country are in a position to 
judge accurately the present condition of the work shoe market. Several 
who were intereviewed report a very satisfactory business during the 
past few months. They further report the market for good work shoes 
promises to be better with increasing purchasing power. 

During the past few years, due to the Safety First Campaign, the 
demand for safety shoes has increased tremendously. Safety shoes now 
are an important factor in the production and sale of work shoes. 


UTSIDE of the various PWA and CWA projects, private industry is 
responsible for the sales of many work shoes peculiar to certain in- 
dustries. With the resumption of legalized beer the past year, a steady 
sale of brewer’s boots has been experienced. In quarries, steel mills 
and along the shipping docks where there is danger of heavy objects 
falling on the feet, there is a large demand for safety shoes, made with 
steel box toes. There is also a demand for moulders shoes, both ordi- 
nary types and the Congress. 

RECORDER field men in key cities in the Southeast, Southwest and 
the Midwest have made surveys of the immediate work shoe situation. 
Atlanta reports retailers handling work shoes show an increase in 
business during the past three months ranging from 50 to 100 per cent. 

Types chiefly in demand are Bluchers, with squared-off plain toes 
and heavy enough soles to take the punishment hard work will require 
of them. The price ranges from $1.95 to $3.95 a pair. Those taking 
the work shoes are CWA workers, railroad men, textile operatives . . 
the latter taking the cheaper shoes at from $1.95 to $2.95 a pair. 

The farm trade is being confined largely to the smaller communities, 
local dealers state, but the city business among workers of all classes 
is good. ; 

No serious loss in business is anticipated from elimination of the 
CWA work, as it is pointed out many of these workers will go back 
to the farm with the Spring season . . . and still want shoes. 

It is believed that the demand will continue good with more and 
more business and firms going under code regulations. Work shoe 
dealers are very optimistic over the future. 











BOOT AND SHOE RECORDER, March 10, 1934 


New shoes for new work! Re-employ- 
ment and recovery create a real oppor- 






tunity to sell more heavy duty footwear 


CALL of 


General improvement in the volume of work shoes 
being sold in this part of Texas has been voiced by 
buyers in stores throughout Dallas. Thousands of labor- 
ers are buying again. 

“Our work shoe business is at least 20 per cent better 
than at this time during 1933,” said B. R. Owens, buyer 
of men’s work shoes for the Dallas branch of Sears- 
Roebuck Co. “Business in that line began to pick up 
during November and has increased continuously. Our 
most popular price in men’s work shoes is $1.98. The 
favored type of work shoe among our customers is 
made with upper construction of horsehide and com- 
position bottom, leather welt and nail sole. A-large 
percentage of these newly employed laborers again 
buying work shoes are farmers.” 

At the Sam Dysterbach department store, Sam Dyster- 
bach stated that his work shoe business has enjoyed a 
steady improvement since the government has put so 
many laborers back in jobs. “Heavy shoes are more 
active with us now than any other type,” Mr. Dysterbach 
stated. “Our most popular prices in these shoes are 
$1.95 and $2.50, but we are doing a good business as 
well in $3.95 work shoes. 






















To know for a cer- 
tainty what types of 
shoes will sell best in 
your community this 
coming Summer, check 
employment conditions 
in the local industries. 
Find out what classes 
of mechanics are going 
to work in increasing 
numbers and ascertain 
what new public works 
projects are being ini- 
tiated. Make a survey 
of what kind of shoes 
will be needed for the 
various kinds of work 
to be done. 


the JOB 


You might call this 
the CWA work shoe. 
It’s the most popular 
of all-around service 
shoe. Also available 
with box toe as added 
safety feature. 





“The majority of our customers for these shoes, most- 
ly heavy oil leather shoes, are men doing work in 
parks, on the roads and street, teamsters and men who 
drive trucks. Farmers, too, are buying more shoes, but 
these purchases are of a more definitely scout or plow 
type. We expect a continued increase in this work shoe 
business and are promoting it right along.” 

Another big outlet for men’s work shoes in Dallas 
is the I. Rude clothing store. Here, buyer C. Kupfer 
has found a generous increase in work shoe sales the 

[TURN TO PAGE 43, PLEASE | 














Girls can be interested in special feature shoes if sold to them on the basis that they promote correct posture, a graceful carriage, and 
thus impart the charm and personal attractiveness that feminine youth desires. 
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Foot Health for Youth 


Feature Shoes Can Be Sold Successfully 
to Boys and Girls as Well as Adults 
But the Selling Appeal Must Be Different 


the shoe store, the child is entitled to equal con- 

sideration with the adult customer. It is in child- 
hood that the future health of the man or woman is 
largely determined, and the feet play an important 
part in the physical well being of the future generation. 
Correct shoes and proper fitting are of fundamental 
importance in childhood, a fact which is being recog- 
nized by physicians, educators and public health au- 
thorities. Examination of the feet is one of the pre- 
requisites for school admission in a number of Ameri- 
can cities. 

As a matter of fact, the development of feature shoes, 
designed to promote foot health, had its inception in 
children’s shoes. The first specially designed lasts, 
built to afford foot freedom, promote correct posture 
and prevent the development of abnormal foot condi- 
tions, were worked out in children’s shoes. Several 
lines of health shoes for children had acquired an 


ik considering foot health service, as it relates to 





established reputation before the public had even a 
speaking acquaintance with corrective shoes for men 
and women. 

Later on, when the success of certain outstanding 
lines of adult feature shoes prompted many manu- 
facturers to give serious thought to this branch of the 
business and to engage in exhaustive research to perfect 
lasts, patterns and types of shoes embodying orthopedic 
principles, the children’s feature shoe business was 
somewhat neglected for a time, although there were a 
number of manufacturers of juvenile footwear who 
continued to base their claims for recognition chiefly 
on the fact that their shoes were designed to protect 
the health of growing feet. 

With the new emphasis on the style factor in chil- 
dren’s footwear that came into being some years ago, 
many merchants and manufacturers stressed style rather 
than foot health in selling children’s shoes, although 
proper fitting continued to be regarded as a prime 
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essential. Within the past year or two, however, there 
has been a decided rebirth of interest in the foot health 
factor as applied to children’s shoes, with the result 
that today a large number of juvenile lines incorporat- 
ing foot health features are being vigorously promoted. 

There are many indications that, from now on, fea- 
ture shoes will play as prominent a role in the chil- 
dren’s branch of the business as in men’s and women’s 
footwear. These shoes embody principles that are 
sound and logical. Moreover, they offer a new profit 
opportunity to the store that sells children’s shoes, 
provided the proper kind of promotion and selling 
effort is devoted to them. 

In selling children’s feature shoes there are two 
avenues of approach, the first to the parents, the second 
to the boys and girls themselves. The publicity and 
the actual selling will differ materially. The parent 
is interested, first of all, in shoes that will give the 
child a firm foundation for future foot health. Father 
or mother respond readily to the appeal of correct 
fitting and to any special feature in the shoe which 
will be conducive to the present and future welfare of 
the child. Therefore in talking to parents, whether 
through advertising or directly at the fitting stool, 
stress the importance of proper fitting and correct 
design of the last, plus any other health features of 
the shoe. 

It would be incorrect to say that boys and girls are 
deaf to any argument based upon foot health, but cer- 
tainly the argument must be couched in different terms 
and the selling handled in an entirely different way. 
A boy may have a foot that calls for a special type of 
shoe, but that boy will want and insist upon a style 
that is smart and attractive—what he terms “snappy” 
in appearance. If you tell him he needs a corrective 


NATIONAL FOOT 
HEALTH WEEK 
APRIL 2-7, 1934 


Boys respond readily to the 
sound selling argument that 
proper shoes, rightly fitted, 
give any young fellow an edge 
over his less fortunate com- 
petitors in sports, athletics 
and the game of life. 
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shoe he gets the vague notion of a clumsy type of foot 
covering and promptly loses interest. Whatever its 
corrective feature, the shoe must have a reasonable 
amount of swank in pattern and trimming. In most 
cases it is better not to stress the corrective angle at all 
in talking with the boy, but if that subject comes up, 
it can be handled by tactfully pointing out the impor- 
tance of proper-fitting shoes for sports and outdoor 
activities, whether it be golf, hiking or what not. A 
boy will be impressed by that sort of argument. 
And so will a girl in these days when outdoor activities 
form such an important factor in the lives of all young 
people. 


GREAT many people still think of corrective foot- 
wear in terms of “crippled” feet—deformities— 
corns and bunions—fallen arches—“hammer” toes— 
aches and pains—doctors. This is unfortunate in many 
ways—but especially so because it makes it difficult to 
interest the young woman or girl in buying corrective 
footwear. The younger woman or girl will shy away 
from thoughts of pain and illness, doctors and fears, as 
naturally as a deer will shy away from strange noises. 
Shoe salesmen—shoe merchants—and, in fact, shoe 
manufacturers—would do well to borrow some of the 
lessons that the corset industry has learned in recent 
years. You can’t sell fear to a young woman. The 
corset saleswoman wouldn’t even think about talking 
to the younger element about backaches, round shoul- 
ders and flat chests. I don’t believe you have ever 


seen a corset saleswoman show to a young woman a 
skeleton of her body as it might be years hence if she 

fails to wear the proper corset. 
Yet, wherein is there any difference between selling 
[TURN TO PAGE 40, PLEASE] 
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Do Codes Increase Shoe Prices to Public? 


HE congress of the codes in Washington is a sig- 

nificant gesture in the direction of establishing a 

permanent program for industrial control of busi- 
ness. Evidently the formative period is now drawing to 
a close. In eight months, the NRA has become an in- 
stitution acceptable to business. 

Farsighted men are saying: “We are well on the road 
to recovery, but just how far down that same road do we 
have to go to bring about reform?” Isn’t it obvious that 
in June, 1935, when the NRA as such is no longer up- 
held by law, that it is well to think of the consequences 
possible at that time when the codes automatically expire 
because of the time limit set upon them by Congress? 

After the codes, what? Certainly not a return to the 
old chaos, the old child labor, the old unrestricted hours, 
the old uncontrolled payroll and all of the evils of 
chiseling. No, not that. 

So for the past two weeks, business men in all indus- 
tries have been in Washington to correct the present 
codes and to develop industrial thinking down the line 
of a permanent program. The meetings in Washington 
of the statesmen of industry have given a renewed im- 
petus and a definite direction to the codes of the coun- 
try. One thing, also, it has unfolded, and that is that 
nearly every industry has put into its code some pet 
peeve, some private grudge or some “boy scout” good 
deed that irritates and offends some other branch of the 
trade. In the water-tight compartment of most codes, 
the “pet-peeve” clause or clauses are pleasant to the eye 
and ear of the group that sponsored the code. The same 
clauses may be an irritant and an aggravation to other 
divisions of the trade. 

The discount clauses in most of the codes penalize the 
merchant who cannot make prompt payment. The easi- 
est way to earn a dollar may be to take a discount, but 
what is the merchant to do when facilities for loaning 
money in his community have not been restored and his 
local banks are still padlocked? He is suffering a 
penalty not of his own choosing. 

Some codes have given monopolies to certain organiza- 
tions for the collection of information and to other 
groups for the allocation of output—in the shoe indus- 


try for operation of style shows, etc., etc. But the codes, 
as such, can be corrected if there is a proper tolerance 
for the rights of the little, average business man and for 
“the other fellow.” No code should be permitted to hold 
a monopoly in any one activity. Now is the time to settle 
the conflicts‘so that there can be an end to code con- 
troversies. Each code should be studied not only from 
the viewpoint of its obligations to its sponsors, which is 
pure self-interest, but as to its relation to other divisions 
of the trade and to the consequences of its clauses on the 
ultimate public service. 


HERE is no question but what industry has made 

considerable progress under the codes, but real 
trade planning is yet to be done. Government is further 
ahead than industry in the field of planning for future 
progress. A board of very practical men has undertaken 
the task of planning for the nation. This National Plan- 
ning Board is studying projects far into the future. It 
has set up State and regional planning agencies to spon- 
sor the work for ten years ahead. Most of these projects 
will be self-liquidating, so that they will not be added 
to the taxation burden of the nation. 

If we are definitely headed into a consideration of the 
codes as the basic constitution of industrial management, 
we had better start in early to plan for their coordination 
up and down the length of the industry. If tanners are 
beginning to discover that certain clauses in their code 
retard the flow and velocity of leather distribution; and 
manufacturers find clauses that affect the sale of shoes 
to the merchant, then it is well to look at all the trade 
codes in relation, one to another, and to correct and im- 
prove them with the proper implementing of the ma- 
chinery of industrial control. It is far better to correct 
the interrelation of codes in a trade code congress than 
it is to “wash trade linen” in public hearing in Wash- 
ington. 

The majority of business men are now reconciled to the 
possibility of a future in business under code control 
and for that reason they are extremely critical of some 
of the clauses that were put through in a hurry in the 

[TURN TO PAGE 45, PLEASE] 
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SALES-PEOPLE | 
STEALING 


What’s behind your stock shortages?—Chiefly, 
your dishonest sales-people. 


The 71,529 dishonest sales-people detected by 
Willmark in the last 17 years in retail stores 


throughout the country had a potential theft 


capacity of over $225,000,000. 











Willmark means instant action in minimizing 
stock shortages. 


Willmark ferrets out the dishonest—the real 
“stock shortage creators” and establishes the 
positive restraints that enforce and insure 
the highest standards of honesty. 


NO SYSTEM OF HANDLING CASH SALES IS THEFT-PROOF 


WILLMARK SERVICE SysTEM, INC. y tend me more detailed 


Builders of Personnel 


250 West 57th Street Ww New York City | Company 


{rvailable in Every City in the United States 





A information on how to 
prevent stock shortages. 


Address 














When writing advertisers please mention Boot and Shoe Recorder 
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Here is an idea for a window layout that can be used for Easter and some time afterward merely by changing the wording and decoration 

on the center of the background. Two box-like panels are placed at either end of the window about equidistant from the plate _glass 

and the background. Against these panels are placed narrow shelves that extend out into a wide shelf in the center of the window. These 

shelves form horizontal decorative lines in the display and should be only about three inches wide. This will permit shoes to be shown 
in silhouette. The chick bursting out of the egg is cut out of wallboard and painted yellow with brown or black detail. 


Spring Style for Windows 


Make Displays Reflect the Season of Change 


AST week we emphasized the importance of effec- 
tive Easter window displays in stimulating sales 
of Spring footwear during the latter part of the 

month of March. This week we present another Easter 
window background idea and some concrete suggestions 
for display stands which are practical, artistic and in 
harmony with the modern spirit in window decoration. 
By following the suggestions given in the descriptions 
these fixtures can be produced at moderate cost and used 
repeatedly. 

With the Easter selling season already under way, 
we are coming into a period of the year in which it is 
especially desirable to have shoe store windows novel 
and different. Spring is the season of change, when 
nature dons new raiment and everyone feels the urge 
for new apparel. Shoe stores should encourage this 
desire by likewise putting on a new Spring dress, by 
redecorating, as far as may be practicable, within and 
without, and especially by showing the public window 
displays that are in tune with the new season. 

Every merchant recognizes the importance of good 
window displays, but there are many who, through pres- 
sure of other business or a feeling that the type of win- 





dows they would like to have are beyond their reach 
because of the expense factor, are deterred from making 
the most of the valuable window space they have at 
their disposal. We believe that every shoe merchant 
should disabuse his mind of this idea that effective, ap- 
pealing windows are a wonderful asset to the big store 
but out of reach for him. With the abundance of ma- 
terial that is now available there is no reason why every 
shoe store should not have displays that are not only 
attractive to the eye, but real sales and profit producers 
as well. 

There are several lines of approach to this problem 
of creating effective window displays, depending in a 
large measure on what type or class of store you oper- 
ate. If you are not in a position to create special back- 
grounds or display material, then it may be necessary 
to rely on those which are offered by display houses 
for permanent or semi-permanent use. There is any 
amount of this material on the market, with which good 
displays can be had if used with intelligence, and if 
good judgment is also employed in selecting the back- 
grounds and fixtures. Display cards can be purchased 
to give variety and change, or in many cases you can 
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Today the display man who meets with most success is the one that is versatile enough to make his own window decorations and who is 
able every now and then to make up new and novel display fixtures that harmonize with the style decorations used in the windows. 
Fixtures such as we illustrate here are easily made, are inexpensive and add very much to the attractiveness of your windows. In many 
cases they are decorative enough to serve also as the window decoration. All you need is some wallboard, and lumber for making these 
fixtures. They can be decorated in paint or covered with paper or cloth. The above illustrations show a set of three fixtures, sufficient 
for use in an average size window. These are made of boxes, shelves and circles of wallboard. If well made they will be especially attrac- 
tive. They can be painted in any desired color scheme or to meet the requirements of the season or the kind of merchandise shown. 












This is quite a modern- 
istic fixture. It consists 
of two wallboard up- 
rights with slits cut in 
panel edges in which cir- 
cular shelves are im- qt 
serted. For showing ho- 
siery the slits can be 
cut at a 45 degree angle 
and the hosiery fanned 
out on the inclined 

shelves. 





use display material supplied by manufacturers whose 
shoes you sell. 

The modern tendency, however, is to create special 
displays of a more individualized nature for particular 
windows and occasions. Most of the larger stores now 
follow this practice. It is possible in this way to obtain 
effects that are more striking and interesting and to 
get a greater variety of displays in your windows. With 
the modernistic style of decoration, it is possible to 
create such windows without any insurmountable ob- 
stacles in the way of expenditure. 

Assuming that you have determined to use special 
displays with individual backgrounds and _ settings 
whenever occasion suggests, you again have two alter- 
natives of procedure. You may purchase the back- 
grounds, settings and display material from firms who 
specialize in supplying these items. Or, with the aid 


of a competent display man you can build them for 
yourself, working out ideas which the display man sup- 
plies or which you can develop from your own obser- 
vation and experience. It is the aim of the RecorDER 
to furnish timely suggestions for effective backgrounds 
of this nature which the average store can adapt to its 
own use, and these suggestions are illustrated and de- 
scribed from week to week in our window display 

[TURN TO PAGE 54, PLEASE] 
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An attractive window display stand which also serves as a 
Spring window decoration. Wallboard back is cut out in 
silhouette. Narrow shelves are fastened to the leaves of the 
design by nailing through the back. The cut-out plant is 
fastened to the back of the platform which serves as a base 
support. Light strips of lumber can be used as a brace 
back of the cut-out. Color scheme, green and silver. 
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Now Goodyear gives 


DOUBLE 


| 
BECAUSE Goodyear Wingfoot Sole advertising is doing 


such a grand selling job in these economical times— 









| 
| 
| 
| 








BECAUSE millions more people are buying shoes with 
Wingfoot Soles since Goodyear began telling thirty million 
magazine readers that these tough, long-wearing soles save 
money by making shoes last longer— 





je eee 










— Goodyear has now started a second big campaign on 
Wingfoot Heels to put still more pep in your business! 







This new advertising is running now in The Saturday 
Evening Post and Collier’s—two magazines in which sole 
advertising is so successful. 








Month after month it will keep dinning one important 
fact in America’s ears: 






Lopsided heels twist feet, weaken arches 
—Goodyear Wingfoot Heels wear down 
EVENLY, keep shoes straight and feet sound. 






What Goodyear sole advertising is doing 
for your business, Goodyear heel advertising 
will duplicate—because millions want pro- 
tection from foot-troubles. 









Be sure you feature shoes with Wingfoot 
Heels, too. 
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2 
WINGFOOT HEELS 


keep shoes and feet straight 


GFOOT err cc, 


When writing advertisers please mention Boot and Shoe Recorder 


Wingfoot 

make shoes wear 

Made by the makers of 
Goodyear Tires 


WIN 
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Manufacturers and Shoe Merchants who are 
desirous of meeting the insistent demand for 
lightweight, close edged, and flexible footwear 
will find the UCO LOCKSTITCH SHOE of 


notable interest. 


Refinements of major importance are combined 
to make this SEWED SHOE one of the out- 


standing new developments in smart shoes for 


THE women. 
UCO LOCKSTITCH 
SHOE 


LIGHTWEIGHT INSOLES AND OUTSOLES 
THIN SHANKS — CLOSE EDGES 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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A QUICK-SELLING, 
Profit line 


IN-STOCK 


Resnick Bros. offer the finest assort- 
ment of summer handbags available at 
a popular price .. . handbags that pro- 
vide rapid turnover and pleasing profit. 
Study the distinctive designs of the six 
styles illustrated. White is outstanding 
for summer selling, but we can supply 
you with handbags out of stock in every 
color approved by fashion. 


decane a aaah ea EE Aa Rl Oe 


Seal ascacab 


Display these smart handbags with suit- 
able shoes and watch your sales of both 
increase! 





RESNICK BROS. ladies Hondbags Inc 


1370 BROADWAY 


TO SERVE THE PACIFIC COAST TRADE IN-STOCK DEPT.., COOPER BLDG., LOS ANGELES, CAL. 
When writing advertisers please mention Boot and Shoe Recorder 
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NATIONAL CODE REPRESENTATIVE 
ANTHONY H. GEUTING 


for National Shoe Retailers Association 


istrator, has announced that all establishments now operat- 

ing under approved Codes of Fair Competition will replace 
the present type of Blue Eagle with a new “Code Blue Eagle” as 
soon as formal instructions can be issued and the distribution of 
the new emblems is possible. 

The new “Eagle” will bear an exact resemblance to the familiar 
bird now on display in thousands of shoe stores—but the emblem 
will carry a line in large reverse type giving the name of the Code 
under which the establishment is operating. For shoe stores, this 
line will read: “RETAIL TRADE.” The Code Blue Eagle will also 
carry a registration number. 

The new Eagle will distinguish employers in each industry and 
trade operating under an approved Code. The old Blue Eagle will 
distinguish only those who are still operating under the President’s 
Reemployment Agreement. It will be known as the “PRA Blue 
Eagle.” 


(5) sera HUGH S. JOHNSON, National Recovery Admin- 


NRA CODE 


The supreme authority of 
the trade is vested in 
these four men, aided by 
local retail code author- 
ities in every city and 
town of more than 2500 
population 


With Nearly 80% of All In- 
dustry Now Under Code, 
New "Code Blue Eagles" Will 
Be Issued to Shoe Stores in 
All Cities of More Than 2500. 





JESSE ADLER 


Alternate Code Representative for 
National Shoe Retailers Association 


P 
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AUTHORITY 


HOW 
"CODE BLUE EAGLES" 
WILL BE DISTRIBUTED 


I—Code Blue Eagles will be used 
by members of all industries and 
trades operating under approved 
Codes of Fair Competition. 


2—All shoe stores in towns and 
cities of: more than 2500 popula- 
tion are under the General Retail 
Code—and will display the Code 
Eagle marked "RETAIL TRADE." 


3—Code Blue Eagles for all shoe 
retailers will be distributed by local 
Retail Code Authorities. 


4—A list of towns and cities where 
Retail Code Authorities have been 
established, will be found on follow- 


ing pages. 


5—If your city is not listed, read 
this news story for directions on 
how to proceed. 


NATIONAL CODE REPRESENTATIVE 
WARD MELVILLE 


for National Council of Shoe Retailers 


In commenting on the new plan by which nearly 80 per cent 
of industry now under permanent Codes will go under the various 
Code Blue Eagles, General Johnson said: 

“Each insignia, in addition to identifying the Code under which 
it is issued, will bear the registration number of the firm, corpora- 
tion or individual entitled to display it. They will be distributed 
by the Code Authorities to subscribers, under the regulations to 
be made public in a few days.” (These regulations may be an- 
nounced before this issue reaches you, or very shortly thereafter. It 
is expected that distribution of the Code Eagles will begin about 
March 15.) 

Code Eagles for the general retail trade and for all shoe stores in 
cities of more than 2500 will be distributed through local Retail 
Code Authorities, as soon as such action is authorized by the Na- 

JAMES WRIGHT tional Retail Code Authority in Washington. Thousands of the 
Ainemate Gate- Quasapuatelion tes new Code Blue Eagles for the Retail Trade have been printed and 
National Council of Shoe Retailers now await distribution. [TURN TO PAGE 32d, PLEASE | 
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Foot Health Week 





NATIONAL 

















USE THESE SHOW CARD SENTENCES 
IN YOUR WINDOWS 


Keep children’s foot bones straight so nature can make 


them strong. 

Correct shoes are as important as correct diet to your 
child’s health. 

Toes should always point straight ahead when walking. 

You’re as young as your feet; take care of them. 

When you try to fool your feet the joke is on you. 

Foot health increases efficiency at work and pleasure 
at play. 

Proper foot support is essential to correct posture. 

Weak feet throw the whole body off balance, causing 
many unnecessary ailments. 

Consider weight, occupation and purpose when buying 
shoes. 

Foot health is developed through foot attention, foot 
exercise, and shoe change. 

You can buy cheap shoes—but you can’t buy another 
pair of feet. 

You have only one pair of feet—it pays to be good to 
them. 

Good feet make a firm foundation for a healthy body. 

You can’t build a strong body when ill-fitting shoes are 
deforming the feet and wrecking the nervous system. 

Inattention to your feet eventually costs much in com- 
fort, cash and health. 

No woman can be a good pal when her feet hurt. 





Promotion 
Program 


Section 3 of a Foot Health Week Pub- 
licity Plan—Selling Foot Health at the 


Fitting Stool 


of Foot Health Week is to get the salespeople 
of all the participating stores all enthused 
about it. 

They are the final “contact point” with the customers. 
All your advertising and publicity stunts can go abso- 
lutely flat if the salespeople they meet in the stores 
lack interest and enthusiasm. They should be made to 
feel that the success of the event rests with them—that 
you are depending upon them to come through with 
flying colors. 

There’s a good “build-up” in an enthusiastic report 
of the planning and preparation for the occasion, 
mimeographed and distributed to all the salespeople 
of the cooperating stores. 

Proofs of editorials and news stories to be used 
should be distributed also. And why not offer prizes 
for the best articles on foot health and correct fitting 
written by salespeople? You may discover this a good 
source of newspaper articles. 

Awards can also be made for the best and most force- 
ful window displays and advertisements. 

Display and advertising men are an odd lot—or per- 
haps we're all the same—we appreciate recognition of 
merit, and will work extra hard to do an extra good 
job if we know we are in competition. The honor means 
even more than the cash value of the award. 

Interior decorations were emphasized as very impor- 
tant in a previous article. This bears repeating, for 
the atmosphere of the store has a direct bearing on 
the salespeople, as well as the customers. 

Check up with your salespeople on the talking points 
of your feature shoes, and of fitting them also. Of 
course you'll be on the floor yourself for such an im- 
portant event, but those who know fitting should be 

[TURN TO PAGE 32b, PLEASE], 


QO”: of the most important jobs in the promotion 
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Mat, or Java Brown Kid with 
Patent trim, also White with 


Persian trim. Sizes 4 to 9, 
AAA to D. Wholesale $3.50. 


Retail $6. 






ELINOR 


Black, or Java Brown Kid with 
Whipsnake trim. Sizes 4 to 9, 
AAA to D. Wholesale $3. 
Retail $5. 


BEATRICE 


Black, or Brown Kid, also 
White. Sizes 2! to 10, 
AAAA to D. Wholesale $3.50. 
Retail $6. 
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“YOU CAN LEAD A HORSE TO WATER 


but you can’t make him drink!” 


The other day we received a letter from a woman who 
wears a I0-EEE shoe. She said that she had gone into a 
dealer's store to buy this size shoe and the dealer didn't 
have it. 


She asked us what we meant by stating in our advertising 
that Enna Jetticks could be obtained in 189 sizes and 


widths... | to 12, AAAAAA to EEE. 
We were forced to tell her that the dealer was like the 


horse who had been led to water but wouldn't drink... 


that if he had merely telegraphed to us, the shoes would 
have been shipped to him that very day. 


Now this dealer has done two grievous things—he has 
lost a customer and- sacrificed a profit he might have 
made. 


The Enna Jettick Million Pair In-Stock Department func- 
tions every business day in the year, filling 99.99%, of 
all orders the same day they are received. 


Live Enna Jettick dealers use this In-Stock Department 
as a reserve supply, as easily available as their own 
stocks. Another reason why "Enna Jetticks are the most 
salable shoes in America!" 


ENNA JETTICK 
Shoes for Women 


$R) and 86 


- 189 Sizes and Widths—I to 12—AAAAAA to EEE 


“You need no longer be told that you have an expensive foot” 


ENNA JETTICK SHOES, INC. 


AUBURN, N. Y. 
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FRENCH, SHRINER & URNER 


introduces 


‘HEIGH-HO" 


the ALL-SPORTS oxford 


Light, cool, comfortable. Cut from 
choice Elkskin with non-slipping genuine 
English crepe rubber soles. Ideal for 


Golf, Tennis, Badminton, Squash, Boating, Hiking 
Style 201. All White Elk 


STOCKED f 64 
en OP i oc ws ante ee 5 to 12 


Style 202. All Brown Elk 
Style 203. All Smoked Elk 


ee ee 6 ..to 49 
b. eee es 
i ee de 


bb dtin Ss ot :. 642 to 10!/, 


STOCKED 

















Style 205. White, black saddle 


ifs hc ar 8 toll 
STOCKED : ape ae 
“errr. 6'/n to 10! 
Style 206. Smoked, tan saddle 
Oh Goiesscaws 8 to 12 
STOCKED : ‘ined 
Seer ee 6p to 10! 


Price to Dealers $3.00 


FRENCH, SHRINER & URNER 
63 Melcher St., Boston, Mass. 
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[CONTINUED FROM PAGE 32] 


instructed to work closely with those who are not so 
well trained, and a “turn-over” plan should be arranged 
ahead in the interests of having someone who is expert 
at the job examine and advise every customer who has 
an aroused interest in foot care and fitting. 

Green ribbon badges with FOOT HEALTH WEEK 
printed on them in black can be worn by all sales- 
people. 

If it can be arranged, a group meeting of all the 
salespeople of all the stores cooperating would be a 
fine thing. A dinner might be arranged so that they 
could go right from the stores one evening during the 
previous week. Short talks could be given by those in 
charge of the Promotion Program, and a physician in- 
vited to address them briefly on the importance of their 
work to the community’s well being. 

Foot Health Week is a great opportunity for the good 
shoe stores of the entire country. You are making a great 
contribution to the welfare of the nation. The impor- 
tance of the event to the people of your community is 
tremendous. You are building up the strongest appeal 
your type of store can use. 

You are pointing the way to better health through cor- 
rect shoes and proper fitting. Foot Health Week, and all 
it stands for, deserves the utmost publicity. It must 
have the complete support of every sales person in every 
cooperating store. To have it, you must do everything 
possible to have them up on their toes! 


Contests Arouse Extra Interest 


Two of a number of possible Foot Health Week Con- 
test ideas are suggested. Each offers a splendid chance 
for publicity. Notice that the award of prizes is made 
publicly. 

The first is an essay contest, children of the grammar 
schools to participate. Each entrant should be given 
a pass for two to the theatre for the awarding of prizes. 
This can be mentioned in the announcements which 
should appear not later than Friday night before Foot 
Health Week begins. 

As essays are received, the name should be cut off, 
with a corresponding number on the essay sheets, and 
the cut-off portion. Thus the entrants are not known 
to the judges. At the time of award the judges announce 
the number that wins, and then, before the audience, 
the number is checked against the numbered slips held 
by the contest editor. 

The essays and pictures of winners make good news- 
paper publicity. So do pictures and stories of the 
other contest winners. 
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NOW—CHECK OVER THE COMPLETE PROGRAM 


Check back over these four issues of the Recorder 
to see if you have made the best use of all the ideas 
given in this complete promotion program for Foot 


Health Week. 
FEBRUARY 10 


Suggestions for cooperative newspaper advertising, 
with layouts and illustrations for Foot Health Week. 
Also for health facts to use in writing editorial or ad 


copy. 
” FEBRUARY 24 


Layouts and copy suggestions for three folders for 
Foot Health Week. Suggestions for conducting Free 
Foot Clinics. More Foot Health Facts for editorials 
and ad copy. 


Window display sketches and suggestions. Planning 
Foot Health talks to groups—and organizations. Varied 
uses for posters. A series of radio spot announcements. 


MARCH 10 


Contest ideas to arouse added interest in Foot Health 
Week. Show card wordings. Suggestions for arousing 
enthusiasm among the salespeople in the stores co- 
operating in Foot Health Week promotion. 


A PERFECT FOOT CONTEST advertisement should 
make each point quite clear. The judges should be 
chiropractors or physicians, or both. The contestants 
should be seated on a raised platform back of the cur- 
tain to facilitate examination of feet. Notice how this 
idea overcomes the possibility of embarrassment to any 
contestant. Lansing, Mich., held a WALKER’S MARA- 
THON for men, and one for women, held on two differ- 
ent days. There were five cash prizes, and ten sets of 
theatre tickets for each race; races ended in front of 
a movie theatre. Awards were made in the theatre, I 
believe. 

The Mayor was the starter; there were two judges, a 
time-keeper, and two officials. Entrants had to be over 
16 years of age and sign a release from responsibility 
on the part of the sponsors. Police and a physician 
patrolled the line of the race. 

Prizes for men who walk farthest at their daily work 
is another version of the walking contest. The contest- . 
ants enter by letter stating the distance, and where, they 
walk daily, which are checked up by a committee. 

A “smallest foot” contest for ladies, and a “largest 
foot” contest for gentlemen, makes a good combination. 

A poster drawing contest for children is good. Four 
“classes” should be arranged—each including two 
grammar school grades. An “original poster design” 
contest could be held among students. 

Awards should be made publicly, to get all the news 
value possible. This also allows foot health talks to 
precede the award of prizes. Prizes need not be large, 
but there should be several to increase interest through 
the possibilities of winning a prize. Judges should be 
chosen with care. 








[TURN TO PAGE 42, PLEASE] 





FOR GREATER PROFITS 
SELL “’ AMERICA’S FINEST 


COMFORT SHOES” 








RIGHT AND LEFT 
PATTERNS TO ASSURE 


EXTRA FINE QUALITY 
SNUG-FIT AT ANKLE 


PIG LEATHER INSOLE 

















SPECIAL CONSTRUCTED 


CELASTIC TOE BOX 
FOUND ONLY GENUINE PIG LEATHER 





























IN HIGHGRADE COUNTER 
FOOTWEAR 
SCIENTIFIC SEWED 
HEEL SEAT 
Oral GEE AT VENTILATED NEW SPRING 100% NAIL-LESS HEEL 
'ASSURES COMPLETE ae oes que AND ELASTICITY SEAT, NO NAILS TO 
VENTILATION CIRCULATION TO EVERY STEP PUNCTURE FOOT 
































Get NEW Catalog 


of THESE FAMOUS FEATURE SHOES 


The right "feature" shoe will bring you 
greater profits because it will REPEAT 
over and over again. These famous 
Rohn "NU-MATICS" are virtually non- 
competitive to any other shoe you now 
sell, for no other feature shoe embodies 
the exclusive, patented, scientific com- 
fort advantages made possible by the 
Rohn "Nu-Matic" soft, velvety 
"cushion" which brings soothing relief 
to tired aching feet. New 1934 styles 
are ready . .. sports—styles, new "de 
luxe" numbers—a complete range of 
everything to sell both to men and 
women. Beautiful new 1934 catalog 
now ready. Send for your free copy 
now. 


ROHN SHOE MFG. CO. 


512 W. Florida St. Milwaukee, Wis. 


Koln 


Un Matic 


CUSHIONED SHOES 
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N.R.A. CODE AUTHORITY 


John J. Holden, manager of the Na- 
tional Shoe Retailers Association, says: 

It is essential in securing the fairest 
and fullest administration of the Retail 
Code that every hatural trading area 
containing stores subject to the code 
should have a local retail code au- 
thority. The initiative in organiz- 
ing a local body may be undertaken by 
local members of national retail asso- 
ciations, by the Merchants’s Associa- 
tion, or Chamber of Commerce, or by 
individual retailers engaged in different 
lines of distribution. 

Membership in a local board consists 
of one or more representatives from 
each division of retail trade. 

After a board has been organized and 
begun to function, its action is subject 
to review by the National Retail Trade 
Code Authority, at Washington. 

The headquarters of the National Re- 
tail Code Authority are in the Munsey 
Building, Washington, D. C. R. M. 
Neustadt is the managing director and 
all communications should be directed 
to him. 


Organizing Local Boards 


So much for the set-up. Now it is 
vitally essential that local boards 
should be organized, at once, in those 
communities which have not formed 
one. NRA insists that local boards be 
established. Manifestly, if the full 
benefits of the retail code are to be 
obtained, the work of supervising op- 
erations under the code must be or- 
ganized. NRA leaves this in the hands 
of local merchants. The greater the 
number of retailers in any community 
who are living up to the provisions of 
the code, the greater the benefits shared 
by all, and the more certainty that 
vicious, unethical practices be wiped 
out and that all stores are observing 
the provisions as to wages and hours 
of employment. 

The N. S. R. A. will be glad to as- 
sist any community in forming a local 
trade code authority. We have a book- 
let for the asking that explains every 
step to be taken, and which also ex- 
plains how a board functions, the scope 
of its duty and authority, and so forth. 

William Girdner, executive secretary 
of the National Council of Shoe Retail- 
ers, has also supplied a list of cities 
and towns in which local Retail Code 
Authorities are now functioning and 
are authorized to distribute the Code 
Blue Eagle to shoe retailers. Com- 
menting on the list, he says: 

“This list of cities and towns where 
Retail Code Authorities have been es- 
tablished in accordance with the in- 
structions issued by the National Retail 
Code Authority, is complete up to Feb. 
15. By the time the Boor & SHOE 
RECORDER reaches:its readers, quite a 
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few additional Retail Code Authorities 
will no doubt have been established. 

“Any shee man who does not. find 
his city included in this list will be 
acting in the interest of the entire Re- 
tail Trade if he will immediately make 
enquiries as to whether anybody has 
taken the lead in forming a local Re- 
tail Code Authority in his city. 

“The first and most logical person 
to see or phone would probably be 
either the president of the Merchants 
Division of the local Chamber of Com- 
merce or the secretary of the Chamber: 
In many of the towns where Code Au- 
thorities are now functioning, one or 
the other of these men took the lead in 
organizing the group which later ap- 
plied to Washington for recognition of 
its authority. 

“But wherever action has not been 
taken, all shoe men are urged to push 
at once for the establishment of a local 
Retail Code Authority. One shoe mer- 
chant, one clothing retailer, one dry 
goods man, one furniture dealer, one 
hardware man, and one representative 
of the variety stores, form a good 
nucleus for a local Authority. They 
can proceed at once toward setting up 
a Code Authority. 

“Already, in many communities, shoe 
merchants have been leaders in get- 
ting Code Authorities set up. This is 
attested by the fact that in many com- 
munities, shoe men have been elected 
chairmen of their local Code Authori- 
ties. We do not know the names of all 
shoe retailers now serving as chairmen 
of Code Authorities. But here are some 
of them: 

“Morris Spelke, Stamford, Conn.; 
Ralph K. Masters, Rockford, Ill.; T. M. 
Stevens, Mason City, Ia.; Daniel F. Sul- 
livan, Fall River, Mass.; Montrose 
Hoover, Painesville, Ohio; George J. 
Bunn, Salem, Ohio; Malcolm W. Myers, 
Hanover, Pa.; E. Leroy Walter, Wilkes- 
Barre, Pa.; Arthur Schulein, Spokane, 
Wash.; Carl H. Mueller, Austin, Texas. 


Shoe Trade Representatives 


“In the following list of cities and 
towns where Retail Code Authorities 
have been established, we have given 
the names of the shoe representatives 
wherever known. In many cities there 
is one man representing the independ- 
ent shoe stores and one man represent- 
ing the chain shoe stores. In some of 
the smaller communities, where the 
proportion of business done by chain 
shoe stores is comparatively small, no 
representative for the chains was 
chosen or considered necessary. 

“So far, in fact, the shoe representa- 
tives have voted practically as one man 
on all important matters, and it.is not 
thought that there will ever be any 
real conflict of interest, since all types 
of shoe retailers-are under the Code, 





and they are equally interested in see- 
ing that its important provisions are 
made effective in every community. 

“It might be noted that the record 
of formal votes so far taken in the 
dozen meetings of the National Retail 
Code Authority held in Washington, 
shows that the shoe trade’s representa- 
tives, A. H. Geuting and Ward Melville, 
have voted yes or no together in almost 
exactly 99 cases out of 100. Of course 
neither Mr. Geuting nor Mr. Melville 
represent exclusively independent or 
chain merchants—but the record serves 
very well to illustrate the unity of the 
shoe trade. 

“Incidentally, any shoe retailer in the 
United States, whether he is a member 
of this Council or not, is invited to 
ask any questions that may occur to 
him and that seem important in his 
mind. We shall endeavor to reply 
promptly. We are particularly eager 
to supply any information desired to 
shoe men who are representatives on 
local Retail Code Authorities, whether 
they are representing independent or 
chains, since we hope and expect that 
shoe men will be as well informed as 
any other merchants under the Retail! 
Code. We expect also that in a good 
many instances, they will be in the 
forefront of those who know the Code 
and its official interpretations.” 

Local retail code authorities are 
functioning in the following cities 
(names of shoe representatives given 
where known): 


ALABAMA—Birmingham: Herman 
Rich, W. G. West; Mobile; Piedmont. 


ARIZONA—Prescott. 


ARKANSAS—EIl Dorado; Fayette- 
ville; Fort Smith; Little Rock: Ralph 
Levy, D. Hollopeter, James M. Kemp- 
ner; Pine Bluff: Sam Katzenstein. 


CALIFORNIA —Compton; Exeter; 
Fresno: Luther P. Neil; Hayward City: 
Belton Fleisher; Huntington Park; 
Long Beach: A. F. Musselman, Gus 
Lueking, Al. Shutt (Alternate), T. P. 
Hunter: (Alternate); Los Angeles: H. 
V. Wetherby, C. E. Goodman, Paul A. 
Jesberg (Alternate), Oscar E. Gallen- 
kamp (Alternate); Modesto: C. S. 
Browne; Oakland (East Bay): S. Sil- 
verman, Chas. Kushins, R. C. Waldron, 
M. Jacobs; Petaulma; Porterville; Riv- 
erside: A. R. Coffin; Sacramento: E. 
N. Skells, B. H. Marsh, Henry Haas; 
San Francisco: Melville Kaufmann, A. 
A. Gallenkamp, Eli Gamlen (Alter- 
nate), J. A. Balmaz (Alternate); San 
Jose; Santa Monica; Stockton: Joseph 
I. Dunne; Tulare; Whittier. 


COLORADO—Colorado Springs: F. 
M. Baity, Elmer W. Cox; Denver: 
Harry E. Fontius, Ralph M. Broad- 
hurst; Fort Collins; Greeley; La Junta; 
Pueblo: I. S. Breetwov; Loveland. 
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A Complete Line Built on Nettleton’s Patented Algonquin Principle 


A” ALGONQUIN 


f wade CK Women ec ne shoes 
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ERE is real news for every dealer who wants 
H something different and salable in street and 
sport shoes—something that cannot be copied at 
lower prices. 


We have taken the famous Nettleton principle of 
ALGONQUIN shoe construction (HAND SEWED) 
and built that principle into a line of real TOWN 
and COUNTRY shoes for women. These shoes 
will all be made over the same splendid fitting lasts 
as shoes which are selling so successfully in many 
of the best stores in the country. 


The Algonquin Men’s shoe by Net- 
tleton introduced an entirely new com- 
fort in men’s shoes. Asa result Nettle- 
ton Algonquin sales have grown 
rapidly. 

Your customer will be amazed at 
the new comfort the minute she puts 
her foot into one of our ALGON- 
QUINS. She will find a new joy in 


walking—a new foot satisfaction after a day’s 
shopping—no strain after a day of sport—a real 
thrill in having exclusive footwear which cannot 
be copied in lower grades. And the foot actually 
looks smaller, too. 


The real secret of this shoe lies in the patented 
HAND SEWED vamp. The Algonquin seam has 
no objectionable ridge on either the inside or out- 
side because it lies perfectly flat and so never binds 
or pinches. Every woman will be happy over the 
way the shoes hold their shape. 


This line will sell and repeat. We 
are offering these shoes on an exclusive 
basis to better dealers. Make it a 

int to investigate this line at once 
—FOR HERE’S A WINNER. Priced 
to sell around ten dollars. 

* * * 


Write us today for full details of 
STOCK SHOES, prices and selling plan. 


Manufactured ; Exclusively by 


MARSHALL, MEADOWS & STEWART, Inc. 
AUBURN, NEW YORK 
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CONNECTICUT — Ansonia; Bran- 
ford; Bridgeport: Jack Olinsky, John 
McGrath, Martin Gates (Alternate), 
Samuel Schine (Alternate); Bristol: 
David Lipman; Greenwich; Hartford: 
William P. Berry, Aaron Schechter, 
Patrick Z. Muldoon; Manchester; Meri- 
den: William Lanasey, Carroll M. Whit- 
ney; Middletown: Phillip Shapiro, 
Harry J. Webster; New Britain: Rock 
W. David; New Haven: John P. Lund, 
Sydney Stokes; New London; Sey- 
mour; Stamford: C. E. Case, Morris 
Spelke; Wallingford; Waterbury; Win- 
sted. 


DELAWARE—Wilmington: 
M. Bendheim, G. M. Shuman. 


DISTRICT OF COLUMBIA— 
Washington: Edwin Hahn, Herbert J. 
Rich. 


FLORIDA—Jacksonville: John H. 
Peters; Lake Wales; Marianna; Palm 
Beach; St. Petersburg; Sanford; 
Tampa: R. C. McNab, W. Harris. 


GEORGIA—Atlanta: John C. Sage, 
Wm. R. Walsh; Augusta; Savannah; 
Valdosta. 


IDAHO — Blackfoot; Boise: Fred 
Burnett; Burley; Caldwell; Twin Falls. 


ILLINOIS—Alton; Aurora; Belvi- 
dere; Carbondale; Carlinville; Cen- 
tralia: R. J. McCoy; Champaign: Roy 
Fenster; Chicago: Carl Burgsthaler, 
Manford K. Allyn, Roland D. Feltman 
(Alternate), Arthur E. Taylor (Alter- 
nate); Danville: B. D. Kiningham; De- 
catur: Wm. Raupp; De Kalb; East St. 
Louis: Frank Klapp, R. A. Todd; Ev- 
anston; Forest Park; Freeport: A. H. 
Drener; Galesburg: B. A. Rogers; 
Harvard; Highland Park; Hoopeston; 
Joliet: Ralph Marsh, J. Lewis; Kanka- 
kee: Raymond Lottinville, C. A. Good- 
man; Kewanee; La Grange; La Salle: 
David Camenisch; Mattoon: C. A. 
Brown; Moline; Mount Vernon; Pe- 
oria: Orville W. Meyers, W. J. Craw- 
ford; Rockford: Ralph K. Masters; 
Urbana; Waukegan: H. L. Cruger, E. 
I. Cohn. 


INDIANA—Anderson: L. E. Hirsch, 
Robert I. Ulmer; Bloomington: Homer 
Ruth, Sol Swartz; Crawfordsville; 
Evansville: C. G. Gore, W. W. Wins- 
low; Fort Wayne: Louis Fortreide, W. 
H. Schwartz; Gary; Hammond: Wm. 
Schloer, John A. Reiten; Kendallville; 
La Fayette; La Porte; Marion: Clar- 
ence Thomas; Michigan City; Muncie: 
Samuel Schwartz, L. N. Rosentrader; 
South Bend; Terre Haute: R. Hornung, 
T. T. Matheny; Whiting. 


IOWA—Belle Plaine; Cedar Rapids: 
Sam Cohen, C. C. Kaldenberg, Frank 
Davorak, C. G. Landis; Cherokee; 
Clarinda; Clinton; Council Bluffs; 
Cresco; Creston; Des Moines: T. Frank 
Jacques, A. A. Torreng, Walter Arant 
(Alternate), M. H. Coleman (Alter- 
nate); Dubuque: P. V. Kies, Geo. N. 
Klauer; Fort Dodge: Harold Schill; 
Fort Madison: K. D. Groves; Harlan; 
Mason City: T. M. Stevens, A. M. Ady; 
Ottumwa: Dick Walker; Sioux City: 
W. L. Mulholland, Philip C. Thornton; 


Milton 
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Spencer; Waterloo: Henry Timmer- 
man, M. A. Showers, Louis Walker 
(Alternate), Geo. Boysen (Alternate) ; 
Waverly. 


KANSAS—AbDilene; Arkansas City; 
Coffeyville; Dodge City: Frank Mapel; 
Junction City; Leavenworth; Salina; 
Wichita. 

KENTUCKY —Ashland; Bowling 
Green: E. W. Adams, A. Wren; Cov- 
ington: Theodore Grosse, Wm. Frank, 
N. M. Northeutt; Elizabethtown; 
Franklin; Lebanon; Lexington; Louis- 
ville: J. C. Fedler, Jr., W. H. Berry; 
Madisonville; Middlesboro; Newport 
(Campbell County): Minor Riffkin, Al. 
Bahlman, E. Godfried; Paducah; Rich- 
mond; Russellville; Somerset. 


LOUISIANA—Lake Charles; 
Orleans: Albert Wachenheim, 


New 
Sr., 


Harry Davis, H. C. Weatherly (Alter- 
(Alternate) ; 


nate), Ralph P. Levey 
Oakdale; Tallulah. 


MAINE—Milo; Portland: Charles A. 
Davis, George Warren; Waterville. 


MARYLAND—Baltimore: Henry 
Wyman, Weo. B. Hess, M. K. Lipsky, 
J. A. Cornell (Alternate); Havre-De- 
Grace. 


MASSACHUSETTS Attleboro; 
Beverly; Boston: J. Gordon McNeil, 
Frank Butterworth; Brockton; 
Chelsea: Saul Weinswig, Philip Snei- 
der; Clinton; Everett; Fall River: 
Daniel F. Sullivan, Joseph McCarthy; 
Fitchburg: Jacob Cohen, Sheldon H. 
Smith, Dana D. Goodwin (Alternate), 
Parker C. Lane (Alternate); Fram- 
ingham: R. E. Kerwin; Gardner: Al- 
bert J. Lamoureux; Gloucester: 
Michael Armstrong; Greenfield: Don- 
ald B. Hamilton, John J. Kennedy; 
Holyoke: Oscar A. Bail, John Cutler; 
Lawrence: Hygus Azarian, John V. 
Mahony; Lowell: Edgar Moore, Wil- 
liam E. Wood; Lynn: Jacob Stone, J. 
Musinsky, Armand Soucy; Malden; 
Marlborough; New Bedford; Peabody; 
Pittsfield; Quincy: James Moorehead, 
Jr., Edward A. Burke; Salem; South- 
bridge, Springfield: Eugene B. Ward, 
J. H. Donaldson; Taunton: James 
Broadhurst, Nathan Narva; Waltham: 
Harry Levison; Watertown; Westfield: 
Abraham Millstein, Albert Duncan; 
Worcester: Elbert R. Allen, George W. 
Rivers, Hobart P. Shean. 


MICHIGAN—Battle Creek: David 
Black, S. M. Weeks; Bay City: Patrick 
Neering, Wm. H. Reid; Detroit: Hugh 
F. Masterson, Adolph M. Goetz, Edward 
Stocker; Escanaba; Flint: George 
Rowe, Fred B. Elliott, M. Kliman; 
Grand Rapids: J. H. McCullough, L. 
VanderJagt; Hamtramck; Iron Moun- 
tain; Jackson: A. G. Pond, Percy Reid; 
Kalamazoo: Julius Isenberg, H. L. 
Hess; Lansing: J. H. Burton, C. S. 
Teel, Arthur Cranmer; Ludington; 
Muskegon: A. Boadt, M. O. Blanchard; 
Niles; Pontiac: Henry Pauli, George 
W. Newlin; Port Huron: Matt Taylor, 
E. L. Martineau; Saginaw: Fred Nen- 
twig, C. A. F. Dall; St. Joseph; Three 
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Rivers; Wyandotte: Theodore Hoersch; 
Ypsilanti. 


MINNESOTA — Bemidji; Duluth: 
J. R. Moore; Fairbault; Fergus Falls; 
Minneapolis: Chas. A. Kilbourne, W. 
A. Dion, J. B. Stuart (Alternate), Otto 
H. Schuler (Alternate), H. J. Donnelly 
(Alternate); Rochester: A. A. Ken- 
nedy; St. Cloud; St. Paul. 


MISSISSIPPI — Aberdeen; Green- 
ville: Howard Bergman, Hal Dugan; 
Jackson: W. H. Moore; Laurel; Pasca- 
goula; Tupelo; Vicksburg: Paul Sage. 


MISSOURI— Bonne Terre; Cape 
Girardeau; Carthage; Columbia; Han- 
nibal: Ed. E. Hart; Kansas City; Mex- 
ico; St. Louis: Walter B. Huette, Jr., 
Irving Edison, C. E. Williams, Arthur 
E. Ebbs, David P. Wohl, E. R. Rhyne; 
Slater; Springfield: Charles F, Weaver, 
R. E. Bloemker. 


MONTANA—Anaconda; Baseman; 
Helena. 


NEBRASKA — Beatrice; Fairbury; 
Lincoln: Dan M. Haney; Omaha; Rob- 
ert Rosensweig, B. M. Eister. 


NEW HAMPSHIRE — Claremont: 
F. K. Powers; Concord: William B. 
McInnis; Hanover; Laconia; Littleton; 
Manchester: D. Frank Shea, Valmer E. 
Langelier; Newport; Rochester. 


NEW JERSEY—Asbury Park: Wil- 
liam Sneider; Bayonne; Camden: Sam- 
uel Auerbach, William Ackerman; East 
Orange; Elizabeth: Harry Soren Wil- 
liam Hilgendorff; Jersey City: Irving 
Troll, Samuel Lipkin, H. Grossman; 
Millville; Montclair; Morristown: L. 
L. Harris, F. Sickle; Newark: Charles 
C. Jones, Emanuel Hausman, L. M. 
Funk; Passaic: Louis Steckler, Harold 
Green, Mac Yellin; Paterson: Max 
Bodner; Plainfield: Edward Baker, Jr., 
Samuel F. Kale; Union City: William 
Handman, Milton Greenspan; West 
New York; Woodbury. 


NEW MEXICO — Albuquerque; 
Carlsbad; Roswell. 


NEW YORK—Albany: T. Arthur 
Cohen; Amsterdam: George Corrigan, 
Lauren Lindsay; Auburn; Batavia: A. 
J. Donovan; Binghamton: E. B. Mon- 
roe, F. M. Feeck, John P. Flaherty; 
Buffalo: Irving M. Bauer, E. F. Smith, 
Richard McCarthy (Alternate), Clar- 
ence I. Lanich (Alternate); Dunkirk: 
Milo Midelstadt; Elmira: Burt Gosper; 
Geneva; Glens Falls; Herkimer: De- 
Forest Stanbro; Ilion: Ralph Curtis; 
Jamestown: Albin Brostrom, Wm. H. 
Anderson; Middletown; Mount Ver- 
non: Charles Clauss, Mr. Kleinman; 
Newburgh: Louis F. Parpart, G. P. 
Wilkins, Chas. Forsyth; New Rochelle: 
B. L. Escott, B. Weichselbaum; New 
York City: J. Harold Slater; M. L. 
Friedman; Niagara Falls: Francis A. 
White, Edward M. Flynn; Owego: Ed- 
ward C. Till; Peekskill; Plattsburg; 
Rochester: William Pidgeon, Madison 
W. Pierce, Alfred T. Spearman, Lester 
Spanton (Alternate); Rome; Schenec- 
tady; Syracuse: E. N. Park, Lester 
Markowitz; Troy; Utica: John W. Tec- 
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tor, Joseph O. Nelson; Watertown: 
Frank Ross, Edsen P. Elitharp; West- 
field; White Plains: William J. White, 
Thomas McAuliffe; Yonkers. 


NORTH CAROLINA — Albemarle: 
F. V. Watkins; Asheville: Edwin 
Burge; Charlotte: G. F. Hiott, D. H. 
Johnston; Durham: H. B. Phillips; 
Elizabeth City; Fayetteville: Milton 
Fleishman; Gastonia: W. H. Ruth, Ben 
Lieber; Greensboro: J. Clarence Powell; 
High Point: G. A. Tucker, R. A. Wil- 
son; Leaksville; Lexington; Morgan- 
ton; Raleigh; Reidsville; Rocky Mount; 
Tarboro; Wilmington; Winston-Salem. 


NORTH DAKOTA— Fargo; Valley 
City. 

OHIO—Alliance: H. P. Shrigley, 
Harry Slifkin; Akron: B. A. Mills, 
Louis Ostrov, Louis Nobil; Ashland; 
Ashtabula; Barberton: J. C. Edwards; 
Canton: H. G. Lash; Chillicothe: Aus- 
tin Hermann; Cincinnati: E. C. Orr, 
R. C. Elmore, Geo. Dohrman; Cleve- 
land: J. H. Roberts, S. H. Bender (Al- 
ternate) Clarence Faflik ( Alternate), 
C. T. Ireland (Alternate); Columbus: 
‘ Robt. W. Schiff, Fred A. Miller, John 
J. Baird; Conneaut: Max Jones; Cuy- 
ahoga Falls; Dayton: Henry Hage- 
man, J. H. Horne, John A. Schoenhals 
(Alternate), C. B. Wentzel (Alter- 
nate); Hast Liverpool: G. Bendheim, 
E. C. Sharp; Elyria: A. J. Ostrov; 
Findlay: A. I. Fenstermaker; Hamil- 
ton; Lakewood: Carl Zwierlein, Zak 
Taylor; Lima: F. M. Coolahan, J. K. 
Crawford, F. H. Sill, H. C. Bean; New- 
ark: Fred Ryan; Norwalk; Painesville: 
Montrose Hoover, J. Green, A. E. Pete; 
Portsmouth: Frank George; Rittman: 
Salem: George J. Bunn; Sidney; 
Springfield: Chas, L. Nisley, Fred 
Kelly; Steubenville: William Jefferics; 
Toledo: Walter C. Wood, Roy C. Klock, 
Peter C. Iammarino; Wadsworth: 
Floyd Shook; Warren: R. C. Oben- 
chain, Max Cohen; Wooster; Youngs- 
town: Arthur Brody, L. M. Graham, 


Bertram Lustig. 


OKLAHOMA—Durant; Guthrie; 
Henryetta; McAlester; Muskogee: N. 
B. Shouse; Oklahoma City; Okmulgee; 
Shawnee: Fred Pratt; Tulsa: J. R. Me- 
Nider, C. W. Smith (Alternate), E. B. 
Stern, P. E. Sisney (Alternate). 


OREGON—Astoria; Corvallis; Eu- 
gene; Hillsboro; Hood River; Klamath 
Falls; Medford; Pendleton; Portland: 
L. H. Geisler, D. H. McAllister; Salem. 


PENNSYLVANIA—Allentown; AI- 
teona: Collins Blake, Patrick Wayne 
(Alternate), John J. Stahl, W. F. Ken- 
nedy (Alternate); Berwick; Bethle- 
hem; Bradford: H. G. Speaker, G. A. 
Hopkins; Boyertown; Braddock; Car- 
bondale; Carlisle; Charleroi; Coates- 
ville: P. B. Weiss, Earl Rittenhouse; 
Conshohocken; Easton: L. M. Myer, 
James Gray; Erie; Farrell; Forty 
Fort; Grove City; Hanover: Malcolm 
W. Myers, Edward J. Conrad; Harris- 
burg: A. M. Miller, Walter Baxtvesser; 
Hazleton: Asa Coveney; Lancaster: 
B. W. Shaub, Charles W. Ayres; Lu- 
zerne; Meadville; Mechanicsburg; Mil- 
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ton; New Castle; Norristown: Justin 
Pagel; Oil City: T. J. Brody; Phila- 
delphia: Daniel P. Coleman, A. S. Pot- 
ter, Walter D. Dalsimer, Joseph T. 
Geuting, Jr., Geo. M. Garman; Pitts- 
burgh: Joseph W. Steele, Albert J. 
Schmidt; Plymouth; Pottstown: H. D. 
Boyer, I. Wiener; Reading: A. B. Rahn, 
Douglas Dietrich, Paul S. Day; Scran- 
ton: D. R. Barber, Elias E. Evans; 
Sharon: C. A. Reyer; Spring City; 
Sunbury: Albert Miller, Nevin Sulouff ; 
Tarentum: Geo. E. Bock; Upper Darby: 
B. H. Fine, Benj. Silverman; Wilkes- 
Barre: T. F. Dooley, Aaron Weiss, E. 
Leroy Walter; Williamsport: Jchn B. 
Irvin, Jr.; York: Edward Reineberg. 


RHODE ISLAND— Central Falis; 
East Greenwich; Newport: James J. 
Burke; Pawtucket: Louis Gleckman, 
John E. Silke; Providence: Frank E. 
Ballou, George Kennelly; West Warick; 
Woonsocket: Amos W. Steiner, Eugene 
Gagne. 


SOUTH CAROLINA — Camden; 
Clover; Charleston: H. J. Wiliams, 
Alex Karesh;Columbia: Harison Parks, 
H. L. Ruth; Gaffney; Georgetown; 
Greenville: R. W. Bruce, W. E. Phelps; 
Rock Hill: P. E. Adkins; Spartanburg: 
F. I. Curtis. 


SOUTH DAKOTA—Sioux Falls: 
William Glashine, J. Monahan; Water- 
town. 


TENNESSEE—Chattanooga: P. J. 
Lewery, C. P. Schlesinger; Clarksville; 
Dyersburg: W. M. Fowler, John Lang- 
ford; Jackson; Johnson City: A. S. 
Styles, R. D. DeVault; Knoxville: L. B. 
Cunningham, Cary F. Spence; Mem- 
phis: R. S. Love, C. R. Morgan, H. F. 
Griffith (Alternate), Richard C. Wendt 
(Alternate); Nashville: Harrell Mead- 
ors, Gus Golfried. 


TEXAS—Abilene: R. H. Parnell; 
Armarillo: Sam Shupack, Sid Brawnig; 
Austin: Carl H. Mueller; Beaumont; 
Brownwood; Canyon; Crystal City; 
Dalias: Harold Volk, W. H. Mannefeld; 
El Paso; Fort Worth: M. A. Daniels, 
Jno. L. Ashe, R. Davidson (Alternate), 
Glenn Jones (Alternate); Gladwater; 
Henderson; Houston: L. F. Tuffly, M. 
K. Talley, M. J. Murphy (Alternate), 
J. T. Riley (Alternate); Kilgore; La- 
redo: C. M. Guess, I. Goodman; Lub- 
bock; McCamey; Pampa; Port Arthur; 
San Angelo; San Antonio: J. M. Wat- 
son, P. E. Winston; San Benito; San 
Marcos; Seguin; Stamford; Vernon; 


Waco; Wichita Falls. 


VERMONT—Burlington: John W. 
Webster, B. J. Boynton; Montepelier: 
Francis C. Dolan. 


VIRGINIA — Alexandria; Bristol: 
Marion Cowan; Charlottesville; Dan- 
ville: R. C. Thompson, R. L. Johnson, 
Sr.; Hopewell; Lynchburg: A. T. Isbell, 
C. W. Keating; Norfolk; Petersburg: 
Max Jacobs, T. E. Adkins; Portsmouth: 
M, A. Stein, A. H. Goodman; Rich- 
mond: H. L. Kelly, T. B. Marston (Al- 
ternate) Lloyd W. Nuckols, J; Lloyd 
Haynes (Alternate); Roanoke: T. W. 
Broadwahr, T. A. Wagoner. 








WASHINGTON — Aberdeen-Ho- 
quiam; Bellingham; Bremerton; Long- 
view; Ellensburg; Olympia; Puyallup; 
Seattle: W. C. Jones, O. E. Thorp; 
Clifford McDonald, Victor Pessemier, 
Spokane: Arthur Schulein; Tacoma: 
A. Seymour, R. B. Thompson; Wen- 
atchee. 


WEST VIRGINIA — Beckley; 
Charleston: Phil May; Clarksburg: C. 
Livingstone, R. A. Emmings, I. Aaron; 
Huntington: W. M. Ayres, R. W. Seale; 
Martinsburg; Parkersburg; Wheeling. 


WISCONSIN — Appleton: Herman 
F. Heckert, Earl Huettle; Green Bay: 
John Busch; La Crosse; Madison: J. 
Hyland, Oscar Jensen; Manitowoc; 
Milwaukee: Chas. A, Helmbacher; 
Sheboygan: C. E. Elliot, Walter Eichen- 
berger, Julius Hessler; Stoughton; 
Racine: Edwin Stilb, Carl A. Johnson; 
Waukesha. 


‘WYOMING—Casper;’ Sheridan. 





Move to Larger Quarters 


New York, N. Y.—Kirsch Blacher 
Company, Inc., jobbers and exporters 
of shoes and rubber footwear, formerly 
of 590 Broadway, moved on Feb. 1 to 
106 Duane Street, where they will oc- 
cupy the entire building. A steady in- 
crease in business during the past sev- 
eral months necessitated this removal 
to larger quarters. 


Sa a 
OBITUARY 





Paul H. Rufenacht 


HELENA, Mont.—Paul H. Rufenacht, 
organizer and executive head of the 
New York Shoe Co., of Helena, died 
here last week after a four months’ ill- 
ness, at the age of 54. Mr. Rufenacht 
had been prominent in the business, 
civic and social life of the Capital City 
for the past 30 years. He was a member 
of Morning Star Lodge No. 5, F. and 
A. M.; Telena Chapter No. 2, R. A. M.; 
Helena Commandery No. 2, Knights 
Templar; the Helena Scottish Rite 
Bodies; Algeria Shrine and the Acacia 
Brotherhood. He was also a member 
of the Helena Chamber of Commerce, 
formerly the Commercial Club, and of 
the First Baptist Church. 

In his 30 years’ residence in Helena, 
Mr. Rufenacht had made many warm 
friends who sorrow at his passing. He 
was a man of sterling character, of 
high ideals, and active in community 
betterment movements, and discharged 
in a creditable way his full duty as a 
man and a citizen. 

Besides his widow, Mr. Rufenacht is 
survived by his mother, Mrs. Mary 
Rufenacht, and two sisters, Mrs. Elise 
Voss and Mrs. Laura Gillispie, all of 
St. Joseph, Mo., and another sister, 
Mrs. Ada McBride, of Leavenworth, 
Kan. 
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AS the result of extensive advertising given to Florsheim Women’s 
Shoes and the standing of the name “Florsheim” in the shoe world, 
women, who are interested in fine footwear, are today asking for 
Florsheim Shoes. Consequently, some of the finest stores in the 
country find it profitable to feature this quality line of footwear. 
Blues, browns, and greys are the “Big Three” for early Spring sell- 
ing, and our IN STOCK department carries a large variety of timely, 
fast selling patterns, in addition to the basic styles that are naturally 
the foundation of your business. Write for a catalogue of these 


new Spring and Summer styles, or ask to have a representative call, 


KLORSHEIM 


THE PUNCHETTE. .. illustrated 
in Grey, also in Black Blue, Brown 
and White 


TO RETAIL AT 


$QO75 to 


WE DO OUR PaRT 


Shoes for Women 


THE FLORSHEIM SHOE COMPANY, Manufacturers, CHICAGO 





When writing advertisers please mention Boot and Shoe Recorder 
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FAMOUS AND BARR OPEN NEW SHOE SECTION 





St. Louts, Mo.—In spite of conditions 
of the last few years and the tendency 
of many stores to curtail improvements 
and expenditures, Famous and Barr 
Company did not hesitate to keep up 
a program of changes. 

One of these changes constituted the 
building on their fifth floor of a “Para- 
gon Shoe Shop” which features women’s 
footwear at $3.94. The general color 
scheme of the room is deep blue with 
silver trimming and touches of Chinese 
red in the moulding. Individualizing 
the entrance is the trough which bril- 
liantly lights up the word “Paragon”; 








that word itself being made of 5-in. 
projecting metal. An interesting fea- 
ture of the room is the mirrored wains- 
coat surmounted by an illuminated dis- 
play case done in silver leaf, above 
which in turn is a series of illuminated 
cubes separated by Chinese red dividers. 
The general character of the room is 
carried out in the modern style. 

The room was designed by and in- 
stalled under the personal supervision 
of I. E. Safier, who has held the posi- 
tion of Store Architect for Famous and 
Barr Company during the past eleven 
years. 





Brand New Bags at Field’s 


CHICAGO, ILL.—A brand new assort- 
ment of Spring and Summer bags at 
Marshall Field and Company show the 
season’s interesting trends and tend- 
encies. In colors, blue is a tremend- 
ously important item. “Lots of navy,” 
is the way this house puts it. “Clay,” 
which is a second cousin of the by-gone 
“russet,” is being promoted strongly 
here. In the first place it is new, then 
it is a color of style, and thirdly it is 
so neutral that it can be worn with 
almost anything. It goes equally well 
with blue, brown and grey, for in- 
stance. A whole case is given over to 
“clay” bags which range in price from 
$5.00 to $15.00. There are many dif- 
ferent models, mostly with back straps 
and many with no ornamentation ex- 
cept initials, the leather itself having 
enough snap without details being 
necessary. One group at $5.00 is given 
the fetching name of “wind-blown zip- 
pers.” A diagonal cut at the top ac- 
centuated by a heavy stiching give the 
breezy effect. Another new line, hot 
off the griddle, are called “diadem 
bags.” These illustrate the Spring 








mode for an almost endless variety of 
leather effects. Crush calf, soft as 
kid, ribbon calf, grained calf and fabric 
effects in leather, are all shown in this 
diadem bag. The idea which gives it 
its name is carried out in many details. 
A large important diadem of metal 
forms the frame and clasp, the lining 
is sprinkled with tiny diadems and the 
mirror and other accessories repeat the 
idea. These come in many colors and 
designs as well as variety of leather 
treatment. Some are plainly tailored, 
some pinched up into puffy pleats, 
some tucked, and some gathered. 

‘A great variety of materials mark 
the Summer bags. “String” is im- 
mensely important, not only in sports 
bags but “string” laquered in gold and 
silver even crashes through the line of 
evening bags. The same string made 
into hair ornaments and jewelry com- 
pletes an unusual ensemble of ac- 
cessories. Organdy will be especially 
good for Summer evening bags it was 
said here. For dress wear are lots 
of brocades and lamés and some very 
beautiful lace bags with the lace de- 
sign outlined with seed pearls. 
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A “mail-pouch” bag illustrated a new 
tendency in design. These are long 
and narrow as the name implies with 
of course a leather handle. Nail heads 
up the sides prick out the design and 
also suggest durability. This is seen 
in black and in brown in two tones. 
Most bags seen here, however, are in 
back strap effects and the pouches are 
in the minority. A group of patent 
leathers in all wanted colors are for 
early quick selling. 


Mandrucca Name 


Incorrectly Used 


The accompanying reproduction of a 
Farr Bros., Allentown, Pa., advertise- 
ment was published editorially in last 
week’s issue of BooT AND SHOE RE- 
CORDER. The low price offering of Man- 
drucca leather shoes attracted the im- 


Rs 
FP 


“Mandruccas” 


with your new 











mediate attention of the tanners, R. 
Neumann & Company, Hoboken, N. J., 
who have always maintained the high- 
est quality standard in producing pure 
vegetable tanned leathers, and who 
realized that any offering of shoes made 
of their grains at such a low price 
would undoubtedly prove to be incor- 
rect. 

An investigation was quickly started, 
with the friendly cooperation of Farr 
Bros., and it was learned that the 
leather was incorrectly termed by the 
shoe manufacturers. R. Neumann & 
Company report that they have been 
frequently injured by the misuse of 
their registered trade-mark ‘“Man- 
drucca,” due in many instances to un- 
intentional violation in the belief that 


“Mandrucca” is a generic term. In. 


order to rectify any injury that may 
possibly arise to R. Neumann & Com- 
pany’s interest by the editorial repro- 
duction of this advertisement, Boor 
AND SHOE RECORDER publishes this cor- 
rection after ascertaining the facts. It 
should be borne in the minds of all in 
the trade that “Mandrucca” is the 
private property of R. Neumann & 
Company and is to be used only in 
describing the vegetable tanned leather 
produced by that firm. 





BIRTHDAY SLIPPERS 


Boston, Mass.—Slippers for birthday gifts are 
offered here, comfort slippers for the elderly, 
dancing slippers for youth, traveling slippers 
for travelers and so on—a special wrapping for 
each pair, and, if desired, a birthday card. 
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THIS SAMPLE BOTTLE WILL 
SHOW YOU WHY THIS NEW, 
DE LUXE WHITE SHOE 
CLEANER IS SO 
POPULAR! 


SA tia 


HERE’S a new leader among 

white shoe cleaners! It’s called 
TUXEDO—and it leads all whites on 
the basis of sheer quality. 

Prove this for yourself. Let us send 
you a sample bottle of this amazing 
new white cleaner... put it to any 
tests you choose. Try it on hard-to- 
remove spots that most cleaners can’t 
touch. 

Here’s what you'll find: Tuxedo 
removes spots—it doesn’t just cover 
them up. Tuxedo dries quickly — it 
can be used while the shoe is being 
worn. Finally, Tuxedo is fine for all 
leathers, especially ‘kid—and it will 
not rub off when properly applied. 

Shoe manufacturers say that 1934 
is going to be a bigger white year than 
any year has ever been. Be sure to get 
your share of the bigger profits ahead 
—stock and display Tuxedo. Priced 
to retail at 25 cents, Tuxedo allows a 
generous margin of profit for dealers. 
And don’t forget to send for your 
sample. 2 IN 1-SHINOLA-BIXBY 


Tuxedo is made in Creams—Black, Tan and Neutral; Corporation, : 88 Lexington Avenue, 
Liquids—W bite Cleaner and Liquid Fabric Cleaner. | New York City. 

















BEAUTY TREATMENT FOR SHOES 
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Nothing will build prestige for 
your store quicker, nor at lower 
cost, than to install new and 
modern Troy Streamline Metal 
furniture. 
Severe simplicity, appealing 
beauty, unusual comfort and 
utility are combined in each 
and every piece. 
Write us today for our 
interesting prices and 


NEW Catalog. It’s yours 
for the asking. 


TROY 


SUNSHADE 
company 
TROY* OHIO 














There are 15 stores selling men’s 
shoes within a few blocks of the Lester 
Shoe Store, which Jack Harris owns. 
The price range is from $1.98 to $12.50. 
Harris takes in the field from $5.00 to 
$12.50. The shoes described in this 
story are priced at $8.00 across the 
board. 

‘Harris is a dapper dresser himself, 
likes and wears good clothes, so 
naturally he attracts men who have 
tastes in common with his own. His 
theory is that a retail shoe man, either 
boss or salesman, cannot hope to sell 
smart shoes unless he wears smart 
shoes himself. A customer will not 
listen to a style talk from any one pos- 
ing as a style authority unless that per- 
son is visibly proving that he knows 
what he is talking about. 

This line of shoes which has been de- 
veloped in this store is not just another 
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He Brought Back the Blucher 


[CONTINUED FROM PAGE 17] 
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line. They have a personal touch which 
comes from the fact that Mr. Harris 
has been in the store for the past ten 
years. If a merchant likes the shoes, 
he can sell them. In the usual run of 
stores, a shoe of this character will 
sell about one pair to 20 pairs of regu- 
lar run of the stock. In this particular 
case, the proportion is just the reverse. 
One entire window is devoted to this 
style and the variation of it as recently 
developed. 

And here’s the pay-off. The manu- 
facturer from whom Harris buys the 
majority of his shoes has thought so 
much of this style, that it has been 
added to the regular factory in-stock 
department. Manufacturers are plenty 
tough when it comes to stocking a com- 
plete new line, so this is positive proof 
that the little fellow down Pitkin Ave- 
nue had something on the ball when he 
doped out this number. 








Foot Health for Youth 


[CONTINUED FROM PAGE 21] 


corrective footwear, and _ corrective 
foundation garments (almost all corsets 
today are “corrective” in a true sense). 
There is essentially no difference except 
that which has been created by our own 
selling standards. The truth of the 
matter is that many shoe salesmen fail 
to grasp completely the tremendous op- 
portunity which is in their hands. 

Diagrams, charts, skeletons—the ac- 
cepted insignia of the corrective foot- 
wear department or shop—with much 
of the experience and training which 
he has had in selling the old-timer by 
appealing to her sufferings—stand be- 
tween him and the younger woman and 
girl whom he tries to sell. 

The truth of the matter is that for 
every customer who already has trouble 
with her feet, there are dozens and 
dozens who have not, and for whom 
“corrective” footwear is just as logical 
—just as needed—just as sane and 
wanted—and who could readily be con- 
vinced of that want and: need—if we 
were not as blind as most of us are 
when it comes to treading the new and 
unworn path. People do not buy things 
only to “cure” their ills—they buy 
things because it is sensible, beautiful, 
healthy, pleasant, smart, stylish. Is 
that any less true of footwear? No, it 
isn’t less true—within the limits set by 
our own short-sightedness. 

Did you ever stop to think how much 
money women spend for “beauty aids” 
—to what trouble they will go to fore- 
stall the tiniest trace of a “wrinkle” 
that has the audacity to show itself? 
Perhaps a single treatment will buy a 
pair of shoes. Yet, what salesman has 
the imagination to appreciate that cor- 
rective footwear is the best beauty aid 
man has devised—as good an insurance 








against “crow’s feet” as any massage, 
or lotion? Not a substitute, of course 
—but certainly as important. 

And there is poise, and grace and 
loveliness—the strong “selling point” 
of the corset saleswoman. We in the 
shoe field know how important correct 
footwear is to the correct carriage, and 
walk, and graceful bearing. But do 
we ever speak of it to the young woman 
who has not already developed failings 
that bring it to our attention? Do we 
ever think of corrective shoes in 
terms of PRESERVATION—and IM- 
PROVEMENT—for the young woman 
who is normal and healthy? 

Youth and sport! They go hand in 
hand. Proficiency in their favorite 
sports, whether it be tennis, or golf, or 
walking. If the sporting goods sales- 
men can add a dollar or two to his sale 
by selling her a better tennis racket, or 
an improved set of golf sticks—who 
would venture to say that anything 
that will strengthen the young woman’s 
bones and muscles of the foot is not of 
interest to her? Not a matter of “sav- 
ing” her from becoming a premature 
“wreck”—but a matter of building her 
up to great virility and capacity for 
the strenuous life she loves and is 
interested in. 


Brostom-Conner Elect 


JAMESTOWN, N. Y.—Albin Brostom 
was elected president of the Brostom- 
Conner Shoe Company at the annual 
meeting. Fred H. Brostom was elected 
vice-president and secretary and David 
V. Brostom treasurer. These officers 
constitute the board of directors chosen 
by the stockholders. 
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What Your 


are reading 


\ 







7 


Ee 


HEN your women customers pick 

up their favorite magazine or news- 
paper they are quite apt to find an article 
which tells them to point toes straight ahead. 
The subject may be beauty or something 
on health or quiet nerves—in some way the 
idea finds its way into her daily reading. 


Brownbilt Tread Straight Shoes for 
women fit perfectly into this movement. 
Both in name and in features they are 
strictly in tune. 


Alert retailers are taking advantage of 
this made-to-order situation. Their success 
with Brownbilt Tread Straight Shoes can 
be duplicated by you. 

The line is carried in stock in an ade- 
quate variety of patterns, and a wide range 
of sizes and widths. Why not investigate? 
Write us asking a salesman to call. 


Dwsww Gaoe Goungasay, 


SAINT LOUIS 
Also manufacturers of Brownbilt Tread Straight Shoes for men 
and Buster Brown Tread Straight Shoes for boys and girls. 


Brown bilt 


or: 
> TREAD TRAM 


“Shoes 
for Women 





4 





; 





Women ( ‘ustomers 


ic \ in their 
4 favorite 


magazines 


From an article 


“STREAMLINE” 


by Celia Caroline Cole 
in DELINEATOR, March, 1934 


“Walk on the outside of your feet, 
feet pointing straight—you look 
so like a duck when your toes 
point out. Swing free from the 
hips. Come down on the outside 
of the feet, not on the inside. If 
your shoes won’t let you walk 
like that, get some that will.” 


@ Note: 
The bold face type is 


our own emphasis 
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SETS THE PACE! 
* 


NEW CIANT PACKACE 


50% Greater Contents—Highly Attractive 
Bottle—Same Matchless Quality—at same 
price .. . 25c-——Enjoys Greatest Public 
Demand. 


STRICT PRICE 
MAINTENANCE POLICY 


We will exercise every legal right of 
REFUSING TO SUPPLY SHU-MILK 
to any wholesaler or retailer who sells Shu- 
Milk at less than our suggested prices. 


INCREASED CONSUMER 
ADVERTISING 


50% greater advertising expenditure in 
newspapers countrywide to further con- 
tribute to your PROFITS—also attractive 
DISPLAY MATERIAL. 


“DOUBLE-YOUR-MONEY” 
PROFIT 


YourWHOLESALER 
will show you how to 
again DOUBLE- 
YOUR-MONEY 
on Shu-Milk. Three 
(3) ATTRAC- 
TIVE FREE 
GOODS offers un- 
til June 15. 


* 











ASK YOUR 
WHOLESALER ! 


National Distributors 


WALTER JANVIER, Inc. 
NEW YORK, N.Y. 


AMERICA’S enn 
LARGEST SELLING White Shoe Cleaner 


New Giant Size with 
attractive bottle. 
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Foot Health Week 
Promotion 
Program 


[CONTINUED FROM PAGE 32c] 





Following is a copy suggestion for advertisement: 


Foot Health Week 
ESSAY CONTEST 
for Boys and Girls 


of (town name) grammar schools 
“What Foot Health Means to Children” 


You know how painful it is to have your feet hurt. 
You know that healthy feet are the foundation of a healthy 
body. You know that feet must have care in child- 
hood if they are to develop properly. You know that 
healthy feet mean a lot to every boy and girl. 

Talk it over with your parents if you wish. Then write 
a story of not more than 250 words on “What foot health 
means to children.” 


PRIZES WILL BE 
eee ee ceuauey 3 


also ten pairs of tickets to (name of movie) 


JUDGES WILL BE 








ry? 


AWARDS WILL BE MADE 
SATURDAY MORNING, APRIL 7 
at the (name of Theatre) Children’s Matinee 
Write clearly—print your name and address at the top 
of the first page, and mail to 
Foot HeattuH Contest Epitor 
(AppREss ) 


YOUR ESSAY MUST BE IN 
BY WEDNESDAY NIGHT! 


The following copy can be used for a perfect foot 
contest: 
Foot Health Week 
Ladies’ and Gentlemen’s 
PERFECT FOOT CONTEST 
To be held 
THURSDAY EVENING 
at the (NAME) THEATRE 
Entrants will be seated back of a curtain which is raised 
just far enough to allow the examination of the feet. The 
judges will not know who the contestants are. After the 
prize winners are decided (by the numbers pinned on the 
curtain) the contestants will replace their shoes and stock- 
ings; the curtain will be raised, and the awards made. 
There will be no embarrassment for any one! 


THE JUDGES WILL BE 








THE PRIZES WILL BE 
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Ix » At the Call of the Job 
[CONTINUED FROM PAGE 19] 


past two months. “Farmers and labor- 
ers, CWA men, have caused a great rise 
in our work shoe sales during January 
and February.” 

With 12,000 men engaged on CWA, 
CWS, PWA, and other emergency re- 
lief, mostly outdoor construction, in 


eastern Nebraska and western Iowa, 


4 ‘shoe dealers in this area have noted a T R A V E L | N G 
nent: decided spurt in work shoe sales volume 
in the past four months. 
Nature beneficiently gave this area - 
its mildest winter in years permitting 
emergency work to continue uninter- e r e S$ ! e n i 
ruptedly, and the flow of government 
and state relief warrants into the cash 
registers of shoe stores has mounted $ 00 
doen each week. Continuance and enlarge- o_o 
ai ment of construction work, made cer- Every company must have a president. But a 
. tain by recent congressional action, sort of pompous dignity has attached to the 
shild- 4 leads shoe men to look for even better & stl ee is . y h lici S 
that | business this Spring and Summer. title which does not fit with our policies. So 
4 $ 5 00 I call myself the traveling president, because 


: ‘ In addition corn and hog, cattle, Fed- 
write ©} eral land bank, RACC and other types an executive who is constantly out among his 


ealth : bes bine gc yd cgi pd friends and customers is just folks—and that 
ting their share. Loans to farmers be- RETAILERS is what we want to be to you. Just folks who 


ing made through governmental agen- happen to have an efficient small factory and 
cies in Omaha, have totaled a cool mil- ® the ability to make good shoes the way other 


’ lion a day since (over Iowa, Nebraska, , 
South Dakota and Wyoming) Jan. 1. ‘ folks want them made. And that, too, is one 


The larger Omaha stores report not of the things we’re fussy about—doing things 
i only increased sales over a year ago, the way you want them—hbecause, after all, 


and over the early 1933 Fall months, ‘ jn : 
but they say farmers and laborers alike you’re the one who knows what is needed in 


are buying better grades of shoes. your store. 
V. B. Petterson, manager of the 


Sears-Roebuck shoe department, re- 
ports a real rush for “police specials” NK G Q . , 
which he sells at $2.98 a pair. He’s . 


sold 600 pairs of these since Nov. 15. Presid 

Among his many other types of sturdy eens 

work shoes, he reports, those selling at 

$3.50 go better than $1.98 types. e 
Frank Drexell of the Drexell Shoe 


Co. is another to report sales of higher ROBINSON-BYNON SHOE CO. 


quality shoes in preference to others. A 
uburn 
“A great many of these outdoor » New York 


workers are buying a shoe we sell for 
$10.50,” he said. “Many of these work- 
‘ ers aren’t used to manual labor and 
4 they’ll spend any amount to get foot 
2 comfort. This is especially true of 
negro workers. A dozen negroes have 
been in our store within the month and 
bought $10.50 shoes to work in. They 
pay $2.00 a week until they are paid 

up, then they take the shoes out.” 
: ; I, Keyser, buyer for the big Brandeis 
ised =f store, says his increases in work shoe 
The sales are much greater than increases 

the | in other types. Most laborers take a 
| the shoe he sells for $1.98 in preference to 
ock- others at $1.49 and $1.59, he said. 
ade. | D. B. Woodyard, manager of the J. 

: C. Penny store here, reports a “tremen- 
dous run for this time of year” on a 
$2.49 work shoe. 

“The last three months have exceeded 
our expectations,” he said. “We, of 
course, have a right to expect larger 
work shoe sales during the next 
quarter.” 
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JAUNTY 
B-5970—Black Crushed Kid 
B-5971—Brown Crushed Kid 
B-5972*—White Crushed Kid 
16/8 Built Up Leather Heel 
*16/8 Covered Cuban Heel 
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QUALITY 87 


Long the foremost of 
slipper- upper materials. 
Available in so wide a 
range that any taste, any 
need, can be satisfied. 
Easy to work, easy to sell, 
economical. 


VANZA CLOTH 


Utterly new... and as de- 
lightful as can be. A woven 
moterial, impregnated 
through and through with 
aninvisible,flexible,water- 
proof Zapon coating. Lus- 
trous and beautiful. 






















QUALITY 





And because they are 
ZAPON, both lend 
themselves equally to 
stylish slippers for 
sports or beach wear 
...Slippers that break 
selling records. 


Zapon Materials have 
every desired charac- 
teristic of grain, finish 
and color (including 
white). Successful 
slipper manufacturers 
find it pays to use 
Zapon exclusively, 


“The Standard of Quality Since 1884” 


THE ZAPON company 


A Subsidiary of Atlas Powder Company 
<@@> STAMFORD, CONNECTICUT 
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e 
Reducing Investment 
e 
nm. 
Inventories 

HE fundamental success of any business is direct- 
T ly attributable to the intelligent understanding of 

what should constitute the minimum investment in 
inventories. The first vital question is: How are we to 
hold the inventory to the desired minimum? The answer 
is: Stock control. No doubt, when we mention stock 
control, each one of you pictures in your mind a differ- 
ent idea from the other fellow. This is a subject that has 
raged up and down the country for many years, with very 
few who have a full understanding of the meaning of 
merchandise control. Real scientific merchandise con- 
trol is as yet not fully developed. However, there are 
certain fundamentals from which we can prove con- 
clusively that it is by the medium of stock control that we 
hope to accomplish that Utopian idea, that is, a proper 
investment in inventories. 

Many of you, no doubt, begin to think in terms of 
pairs, sizes, purchases, and perhaps a card file containing 
thousands of classifications, which is the general ac- 
cepted idea of stock control. Stock control, reduced to 
its lowest terms, means a budget, and a budget is nothing 
more than scientific planning for the future. 

You can’t dispute the time-proved fact that money- 
making in business is largely a question of management ; 
that management is a question of control, and that wise 
control is largely a matter of wise planning. It is a safe 
assertion that anyone starting for some place and leaving 
the development of plans to more or less automatically 
develop as one goes along, will never get any place. 
Only by first planning every possible detail can one build 
the necessary foundation that is essential to successful 
achievement. 

While the retail method of inventory is desirable in 
carrying out the plan, it is not absolutely essential. The 
retail method permits a more scientific analysis by de- 
partments, and a departmental merchandise budget predi- 
cated on planned sales establishes a more comprehensive 
merchandise control. 

The moment that you place merchandise on your 
shelves its value immediately increases from cost to 
selling value. The margin between the cost and the 
selling value is called the mark-up. This mark-up must 
provide for all operating costs and the rate of profit. 
The moment that the selling price is reduced, your profit 
margin is thereby endangered, because you must realize 
that operating expenses remain fixed. Therefore, you 
should think in terms of retail values, which means your 
mark-up, which includes your operating costs and mar- 
gin of profit. You then concentrate on the vital elements 
that make or unmake a desirable profit. 

It is said that the basic philosophy of merchandising 
is to have adequate stock preparation to meet and antici- 
pate customer demand, but to balance that stock in cor- 
rect proportions to the elements of that demand. 

It is often the case that buyers go to the market with 
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an amount of money to spend and with no idea of what 
merchandise they should buy. They usually expect to get 
lots of “wonderful buys,” but do not know what types of 
goods to look for, or at what prices it should sell, and 
often their purchases will not fit into their own stocks or 
be suited for customers’ price levels. Such mistakes 
usually are the cause of drastic mark-downs or the ac- 
cumulations of slow-selling merchandise. 

The keynote of over-investment in inventories is ex- 
pressed in the following situation: Sales will be dili- 
gently analyzed by pairs, particular attention being given 
to prompt sellers. The buyer goes to market and pur- 
chases heavy new stocks, disregarding the number of 
broken and unsalable pairs peacefully sleeping the 
sleep of the sluggard on every shelf in the house. 

The presentation of understandable facts concerning 
merchandise conditions can be done in two ways. The 
first, by actual analysis and presentation of physical 
stocks, which is impractical save at infrequent intervals 
of physical inventories. The second is by presentation 
and analysis of those accounts and statistics which rep- 
resent the physical stocks. 

To properly install the budget plan, it is necessary to 
divide the business into its logical departments. It also 
necessitates detailed planning of each department’s de- 
sired performance. 

In arriving at the desired inventory in any depart- 
ment, the sales and rate of turnover are the principal 
factors. The best guide to use in planning future sales 
is your experience in past periods. Use your sales for 
the first six months of the past year or the last six months 
of the season you are planning as a base to start from. 
Then you will determine the rate of turnover desired, 
using the present inventory as a factor. Then, to deter- 
mine the amount of open to buy at the beginning of the 
month, add planned sales for the month to planned 
closing inventories and deduct the present inventory. It 
must be understood that the inventory referred to is 
stated at retail value. The difference is the amount open 
to buy at retail, provided no orders are outstanding for 
the current month’s delivery. It is then necessary to 
convert this amount into its cost equivalent. From this 
will be deducted each order as it is placed until the entire 
budget is used up. 


Do Codes Increase Shoe Prices? 
[CONTINUED FROM PAGE 22] 

early.days of code making. They feel that this period of 
review and reexamination is a step in the-right direction 
of correcting the codes for still greater usefulness. 

There are some twenty-six codes that directly and in- 
directly affect the shoe trade. They all have an ultimate 
effect on the purchasing price and for that reason need 
to be studied with the most critical eye, for if, in the 
background of shoe production, there is pyramiding of 
profit on top of profit, there is a likelihood that the ulti- 
mate price of shoes will decrease the unit pair sale of 
shoes. For that reason all codes need to be severely 
judged from the point of view of their economic conse- 
quences upon the price of shoes at retail. 
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FOR YOUR 
BUSINESS 
, LIBRARY 


oe 






It is for the man who wants to know all he can about 
shoes, beginning with the leather of which they are made. 
Who wants to have a thorough but not too technical 
treatise on today’s tanning methods. Who wants to “speak 
the language” of the tanner, understand the words the 
tanner naturally uses. Who wants to keep at hand an 
authoritative account of the processing of a popular 
leather. For such a person this book was written. 

It is profusely illustrated; written by experts; well 
printed in a convenient size and with a well chosen type 
face; brief and concise but thoroughly compre- 
hensive. It is free to all executives or em- 
ployees of shoe stores, shoe manufacturers 
or shoe wholesalers. It will be sup- 
plied at cost, plus postage, i 
quantity lots for Educa- 
tional institutions. 
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BUY Ww tHe NEW 
amare” d@ | RETAILERS! |’ 


IN-STOCK $2.65 AAA-C 


107i Cal ae, Hs) Cite SP, | 
e rfora . @° 2 « 

Heel, Medium Toe. Pale ° 
1268—As illustrated in Brown Kid. bee NS i ARE YOU READY FOR 
(269—As ilk ted in Blue Kid. ai 
1275—As iMustrated in Patent Leather, pn “es, YOUR E ASTER BUSINESS? 
1276—As illustrated in Grey Kid. ‘ ‘eo. - 


SAME AS ABOVE IN 4 EYELET 
BLUCHER OXFORD, 17/8 CONT. HEEL 


M. J. SAKS SHOE CORP. 332,°¥A.5.2% IF NOT, THE NEW YORK 
WHOLESALE SHOE MARKET 


NUD-EAL @ : IS AT YOUR SERVICE, READY 

SANDALS TO SUPPLY YOU IMMEDI. 

gq SIZES 3 TO 8 q ATELY WITH THE SMARTEST 

han oof y SPRING STYLES AT POPULAR 
| PRICES. 


TE AND YELLOW 


J. WEISS SHOE CO,, INC. et / BUY IN THE NEW YORK MARKET 


137 DUANE ST. P k * 
NEW YORK CITY [em 
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SENSATIONAL VALUE 
ALL LEATHER SHOES $4.50 
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HOW TO REACH THE NEW YORK SHOE MARKETE 


We hope you will oi 

consider thisacordial CENTRAL 

invit STATION 
34) 


Tr 


























8l/-12 
36 PAIR LOTS 


270 6 


LOW SHOES 
SAME PRICE 

















reached from any 
part of New York. 
From Times Square 
or Pennsylvania Sta 
tion, take the Broad 


way-Seventh Avenue 
I. R. T. express to 


IN-STOCK 


PREWELTS 
220 PATENT LEATHER 222 WHITE ELK eae * —— 


224 JERSE vate w zt ACK 
230 GENUINE 1 BUCK—$1. 10 PATENT t ‘ABSTRER, 408 


SIZEB_6Y2-8—$1.00 xD SAME PRICE 
GENUINE BUCK—$!.30 SIZES 6, 8 $195) 12/2 $1.70 
Chambers Street. 


MORRIS SHOE CO., INC. New vou cir ff Chambers Street. 


STP PSVPS SSS SS SS SSSSSSSSSSSsS SS sSVSsssssswesswesweswe0e0% Station take the Lex ° 


GOODYEAR THERE IS A TURN TO QUALITY —— ae 


to Brooklyn 
WELTS FOR LEISURE AND SPORTSWEAR Bridge. If you take 


the B. M. T. Subway, 
get off at City Hall 
Station. From 42nd 
Street and Eighth 
Avenue take the new 
Eighth Avenue Sub- 
way express to 
Chambers Street 
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3428—SMOKED ELK. 
ALSO 

IN WHITE ELK, 

BROWN CALF and 

GUNMETAL. 








WRITE FOR 
CATALOG. 





LEATHER AND RUBBER SOLES 
“THE FRIENDLY HOUSE” 


LION SHOE Co., INC. 145 DUANE ST., NEW YORK 
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When writing advertisers please mention Boot and Shoe Recorder 
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BROWN KID uesull prveed TOE 


The Pedicharm Ghoe hy \ RED KID — | 
BLUE KID e 2-8 


FASHIONABLE—CORRECTIVE 


AAAS GRAY KID 

IN STOCK PATENT 
A Large Assortment of KAFFOR 
Beautiful and Latest Pat- 
terns in Diversified Leathers 

Te Retail at ®4, and 5 a?" IN-STOCK 
See Our New Spring Models IN ALL LEATHERS B F R l E D M A N Ss H 0 E c 0 
LAZARUS FRIED & SONS, INC. : ; 
us. 100 MAA SANG. cry 4 109 READE ST. NEW YORK CITY 
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We Presenr For Your ApprovaL 


THREE OF THE SEASON'S 
SMARTEST SHOES 


SIZES 3-8 


*1.50 


No. 591X GUNMETAL CALF. 
No. 594 BROWN KID. 

oe No. 597 PARCHMENT KID. 
No. 595 BLUE KID. 


+150 


No. 581 GUNMETAL CALF. 
No. 5828 PATENT LEATHER. 
No. 588 PARCHMENT KID. 
No. 591 BLUE KID. 

No. 584S GREY KID. 

No. 585 BROWN KID. 


1.50 


713 GUNMETAL CALF. 
717. BROWN KID. 
722, ‘BLUE KID. 




















AND THEY ARE ALL LEATHER LINED SHOES, TOO 
20 OTHER STYLES IN STOCK 


LEVEY BROS. SHOE Co. ‘si'iai 


When writing advertisers please mention Boot and Shoe Recorder 
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THE LASTS 
must be 
CORRECT 


Shoes that fit well must be made over H 


lasts correctly designed and precisely made. 


Lasts, with the wood in the right place, 


form the essential background for every type 





of properly fitted and comfortable shoes. 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 
When writing advertisers please mention Boot and Shoe Recorder 
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Brockton Payrolls Largest 
Since 1931 


BROCKTON, Mass.—With the largest 
weekly payrolls since September of 
1931, South Shore factories in general 
are humming with steady schedules and 
several large factories at capacity pro- 
duction and an exceedingly large sport 
shoe run due the moment pre-Easter 
orders are shipped. 

With the granting of a general 10 
per cent increase to workers throughout 
the district which definitely settles all 
rumors as to labor disturbances, Brock- 
ton shoe workers with a continuance of 
the present working schedule are more 
than likely to witness an even greater 
payroll than that reported last week, 
far in excess of $115,000, according to 
local banking authorities. 

Commonwealth Shoe and Leather Co., 
Regal Shoe and the Douglas factories 
are running at capacity production, 
while George E. Keith Company reports 
daily increases in its schedules to meet 
the demands of its retail store managers 
and Walk-Over dealers nationally. 

Brockton Co-Operative, M. A. Pack- 
ard, E. E. Taylor, A. Freedman & Son, 
Old Colony Shoe Co., C. A. Eaton Co. 
and Diamond Shoe Company in the 
medium priced grades are reported as 
exceedingly busy, with Stacy-Adams 
Company enjoying its healthiest run in 
at least three years, with many retail- 
ers ordering the new custom patterns of 
this well-known firm. 

Adjacent to Brockton, E. T. Wright, 
Stetson Shoe Company, Conrad Shoe 
Company and the C. H. Alden Company 
report the busiest Easter run in three 
years, 





Rochester Factories Busy 


ROcHESTER, N. Y.—Still holding to 
the stride set early in the Fall, Roches- 
ter district shoe factories closed their 
fiscal year Feb. 15 with a record of 
1,460,795 more pairs sent to market. in 
the first 11 months than in the entire 
previous year. 


March 








10, 1934 
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EVERY WEEK 











Although figures for the entire year 
closing Feb. 15 are not yet available, it 
was estimated the production will be 
close to 51,000,000 pairs. A total of 
46,713,750 had been produced in the 11 
months ending Jan. 15, as compared 
with 45,252,955 for the entire year end- 
ing Feb. 15, 19383. 

Along with the production increase 
came an optimistic increase in retail 
prices and a receptive attitude toward 
volume orders by buyers. Factories have 
put more men on the road to keep pace 
with the demand for orders that has 
kept every factory at high speed pro- 
duction. Most factories are having the 
best Spring business in three years. 





Increased Business 


DETROIT, MicH.—A. Kallmeyer and 
Sons, one of the oldest shoe stores in 
Detroit, recently moved to larger quar- 
ters at 6506 Chene Street. Increased 
business made this change necessary. 
Mr. Kallmeyer, 70 years old and still 
active in the business, is more than 
pleased at the definite “pick-up” shown 
in the last few weeks. 








DATES TO REMEMBER 


National Business Women’s Week.March 11-17 


Girl Scout Week .............. March 12-17 
SO Patric S DAE... cc cccecencsess March 17 
Spring Begins ................4-. March 21 
Gog FHEY 5 iv cio ce ce sisecseees March 30 
ROME crt hue siuNeriediedeveyers April 1 
Foot Health Week ............... April 2-7 


Leather Opening, Hotel. Astor, New York, 
N. 


) RSE RARE ee April 16, 17 
Confederate Memorial Day.......... April 26 
(Ala., Fla., Ga., and Miss.) 
Confederate Memorial Day .......... May 10 
(Ky. and 
a ee May 13 


Memorial Day ...................45 May 30 
(All states and possessions except Ala., 
Ark., Fla., Ga., La., Miss., N. C., and 
S. C.) 








Issues Quarterly Statement 


New York, N. Y.—The United 
States Leather Co. issued the following 
statement of earnings for the quarter 
ending Jan. 31, 1934, according to a 


report by the secretary, Roland H. 
Zinn. 
Operating profit before de- 
preciation and depletion 
and interest ............ $81,425.24 
Less depreciation and 
depletion .......... 69,596.16 
Operating profit before in- 
TORGRD coi caddie eottaweces $11,829.08 
Less interest paid....... 1,609.62 
Net income .............. $10,219.46 


Neighborhood Store Makes Gain 


DETROIT, MicH.—The largest indi- 
vidual business upturn reported by any 
suburban Detroit store was made this 
week by J. Greenberg. His store has 
shown 60 per cent increase for both 
January and February in all depart- 
ments. This is a department type store, 
located in the colored district of the city 
on Hastings Street, and has been one of 
the hardest hit neighborhoods for sev- 
eral seasons. The pickup represents 
the infiltration of returning buying 
power to some of the groups which have 
suffered most from the depression. 
While the volume of quality sales is 
still low, there is a distinct trend up- 
ward from the former welfare orders 
which formed a large bulk of the busi- 
ness. 


Buys Shoe Chain 


CoLUMBUS, OHIO.—With the purchase 
by Stone Bros., Canton, Ohio, of vari- 
ous units of the Kilber Co., in Ohio, shoe 
departments will be placed in all of the 
stores. The Kilber Unit of Columbus 
will open its men’s shoe department 
about March 10, 
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Better Trade, Dinner Theme 


Boston, Mass.—Better business, here 
and in prospect, proved to be the theme 
of the last regular dinner meeting of the 
Boston Boot and Shoe Club. In the ab- 
sence of the chief speaker, Mayor Mans- 
field of this city, the club listened to a 
report on economic conditions, rendered 
by its president, M. P. Gaddis, who has 
just completed a tour beginning in New 
York state and extending to points in 
the South. 

Mr. Gaddis pointed to the gains made 
in retail sales, the increase in buying 
budgets in retail stores, the gain in 
railroad travel, the increasing difficulty 
of securing Pullman car and hotel reser- 
vations, the addition by many companies 
of salesmen to their regular staffs, the 
trend toward quality consciousness on 
the part of the public, the stepping ‘up 
of factory production, employment in- 
creases, payroll increases and many 
other items. “I have faith to believe,” 
he concluded, “that there is to be in 
America a greater and better prosper- 
ity than we have ever enjoyed before.” 

The eulogy to Edwin P. Brown, late 
Chairman of the Board of the United 
Shoe Machinery Corporation, was read 
feelingly by Alfred W. Donovan: 

“A friendly man of steadfast char- 
acter, he not only was possessed of the 
God-given gift of making friends, but 
had also those sterling qualities of 
justice, true worth and friendliness in 
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his viewpoint toward his fellowmen 
which bound them to him for time 
eternal.” 





Associated Manufacturers 
Elect Officers 


Boston—L. H. Salvage, of the Sal- 
vage Shoe Company, Manchester, N. H., 
was elected president of the Associated 
Shoe Manufacturers at the first annual 
meeting, held in this city recently. Vice- 
president is Norman Nexon, of the 
Freeman Novelty Company, Framing- 
ham, Mass.; secretary, Philip Lown, 
Philco Shoe Company, Salem; treas- 
urer, Morris Borkum, Harvard Shoe 
Company, Boston. The Board of Di- 
rectors was enlarged to 30 and the fol- 
lowing members were unanimously 
added: 

Samuel Chaves, Farina Chaves Shoe 
Co., Lynn, Mass.; James Shapiro, Conti- 
nental Shoe Co., Haverhill, Mass.; 
Henry Rosenthal, Arrow Shoe Co., Bos- 
ton, Mass.; A. Burtman, Osgood Shoe 
Co., Methuen, Mass.; Samuel Sax, Kess- 
len Shoe Co., Kennebunk, Me.; Will 
Dodge, Dodge Bliss Perry, Newbury- 
port, Mass.; E. R. Apt, Apt Shoe Co., 
Rockland, Mass.; H. M. Read, Gregory 
Reed Co., Lynn, Mass.; Archie Klevens, 
Kleven Shoe Co., Spencer, Mass.; A. V. 
Bowdoin, Bowdoin Shoe Co., Haverhill, 
Mass.; Joseph Weinstein, Clinton Shoe 
Co., Haverhill, Mass.; William Schol- 
nick, Scholnick Shoe Co., Boston, Mass.; 
Will Fay, A. G. Walton Co., Chelsea, 
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Mass.; Samuel Klevens, 
Shoe Co., Lowell, Mass.; J. Isenstadt, 


Jay Shoe Co., Marlboro, Mass.; Hyman © 


Merrimack | 













Cohen, Clark Shoe Co., Auburn, Me.; N. © 
Brindis, Milchen Shoe Co., Lawrence, © 
Mass.; E. F. Rafter, Ellison Rafter Co., © 


Norway, Me.; 


Ray V. McNamara, : 


Haverhill, Mass.; Samuel Katz, Hub- ~ 
bard Shoe Co., Rochester, N. H.; Na- © 
than Barr, Barr Bloomfield Co., Lynn, | 


Mass.; Samuel Winer, Unity Shoe- 


makers, Boston, Mass.; Max Bordett, © 
Osgood Shoe Co., Methuen, Mass.; S. E. © 


Ansin, Ansin Shoe Co., Athol, Mass.; 
Harry Weinstein, Weinstein Shoe Co., 
Lynn, Mass.; Harry Stein, Wellesley 
Shoe Co., Boston, Mass. 

President Salvage and Executive Sec- 
retary Ernest A. Burrill reported on 
association activities; and reports on 
the association’s two major activities, 
revision of the shoe code and terms in- 
corporated in the leather code, were 
presented by Philip Lown and Norman 
Nexon. It is planned to have General 
Counsel Elihu D. Stone, Secretary Bur- 
rill and members of the membership 
committee hold a series of regional 
meetings designed to enlarge the mem- 
bership. This membership committee, 
which also has jurisdiction over fi- 
nances, includes Morris Borkum, James 
Shapiro, Samuel Chaves, Henry Rosen- 
thal and Max Burdett. 

On another permanent committee— 
Shoe Code and Fair Practice—are Nor- 
man Nexon, M. Borkum, Philip Lown, 
Samuel Winer and Samuel Saxe. 








we 


percentage of the buying public. 
Added sales appeal is 
afforded by the fact 
that this is a typically 
American shoe, fash- 
ioned from fine Amer- 
ican materials by ex- 
pert Union American 
craftsmen. 


COMPANY 


RACINE wisconsin 





TO RETAIL AT 


Style No. R 140 
White Yukon Buck 
Leather Heel 


THE AUTHENTIC AMERICAN SHOE 


The progressive shoe dealer has learned from ex- 
perience that it is necessary to offer footwear at a 
price which is not ahead of the incomes of thou- 
sands of men who know good style and value. 

A definite standard for quality at a price of $5 
has been established by the Authentic American 
Shoe, which will continue to appeal to this large 













$5.00 























From the Morrison tower you 1ook down on the 
“busiest corner in the world”; but high up in the quiet, 
homelike rooms you are far away from noise and 
hurry. Deep, soft beds bring sound sleep. No other 
Chicago hotel gives as much at such reasonable rates. 


In the Heart of the Loop Fine Garage Facilities 


e 
Only$2.50 up withBath Home of Terrace Garden 


MORRISON 
HOTEL 





Feel at Home 
in CHICAGO 


Stay in the TOWER 
of HOSPITALITY 


LEONARD HICKS 
Managing Director 
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by specifying 


FITZ-ON 


removable 


* TOP-LIFTS 


F ITZ-ON tops are wanted by every woman 
who sees them. 


They are entirely practical, and longer wearing 
than most other tops. 


They are available on shoes carrying any style 
of Cuban or Louis wood heels. 


Fitz-On top refills are not sold by cobblers — 
women can get them only from stores selling 
Fitz-On equipped shoes. 


The first retailers to sell shoes with Fitz-On tops 
in each city are reaping a tremendous sales 
advantage. 


Your shoe manufacturer can supply them upon 
demand at less extra cost than the profit on one 
sale of refills—the average is nearly three such 
sales for each pair of shoes. 


FITZ-ON SALES CORPORATION FRED W. MEARS HEEL CO. Ine. 
356 Franklin Street 140 Federal Street 
WORCESTER MASSACHUSETTS BOSTON 


When writing advertisers please mention Boot and Shoe Recorder 
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Last year two of the styles illustrated here made 
money for the many high grade accounts who 
sold them. We have added two new styles this 
All four have already been accepted 


season. 
and bought thruout the South. 


tives in the other territories are on their way. 


SWAN “AIRY-TRED” SANDALS 


We would suggest you give the SWAN salesman 
your consideration when he calls. If you would 
like to see samples at once—write us, with your 
name and address. 
For extra pairage and extra profit—sell SWAN 
“AIRY-TRED” SANDALS. 


Our representa- 


No. 6350 


Infants’ 
Child’s 
Misses’ 


We'll send them promptly. 


— SHOE COMPANY, ENC. 





MANUFACTURERS 
Baltimore, Maryland 


New York Office 
705 Marbridge Bldg. 
Wisconsin 7-8962 


Chicago Office 
209 8S. State St. 
Harrison 5050 


Los Angeles Office 
218 E. Eighth St. 
Vandike 2735 





BRTRREE oc sees cee $1.10 
Re rceerie. 1.20 
MIGSGR? ov dicccccses 1.30 














SEALSKIN SHOE DISPLAY IN GIMBEL’S 





PHILADELPHIA, PA.—This view of one 
corner of the women’s shoe department 
of Gimbel Bros. partly explains the suc- 
cessful merchandising that Phil Selzer, 
buyer, has accomplished with his vol- 
ume of vegetable-tanned genuine seal- 








skin shoes. In addition to an impressive 
window display, devoted exclusively to 
sealskin shoes with enlarged photo- 
graphs, stuffed seals and window cards, 
as well as a grouping of about twenty 
pairs of different models, Mr. Selzer 








arranged this table exhibit which force- 
bly attracted visitors. 





Want to Know About Tanning? 


PHILADELPHIA, Pa.—An_ interesting 
book, describing the various changes 
undergone by goat skins in the tanning 
process, is the Surpass Leather Com- 
pany’s recent contribution to the trade. 

“This book tells the story of the 
leather that is used in more women’s 


|| shoes than any other leather in the 


world—Glazed Kid. It begins at the 
beginning, with plain ordinary goat 
skins. Goat skins are the ‘raw stock’ 
from which Glazed Kid is made. It 
will enable you to follow one lot of 
goat skins through to the very end of 
the various processes which are used 
to transform goat skins into that form 
of kid with which everyone is most fa- 
miliar—Black Glazed Kid.” 

That this book covers well the sub- 
ject, may be evinced from a glance at 
the titular headings, which include: 
Collecting and Shipping of Goat Skins, 
Storage of Raw Stock, “Breaking” in 
the “Beam House,” Liming the Skins, 
Un-hairing, Fleshing, ‘“Puering,’”’ Tan- 
ning, Sorting and Shaving, Coloring 
(basic), Conditioning, Nourishing, Dry- 
ing, Staking, Perching, Glazing, Meas- 
uring, and Grading. This book is dis- 
tributed, free, to retail merchants, and 
can be obtained by writing the Surpass 
Leather Co. at 9th and Westmoreland 
Sts., Philadelphia. 
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Ohio Merchants Convene 


CoLUMBUS, OHIO.—Owing to the fact 
that Columbus awoke Feb. 26 with the 
worst blizzard in 50 years, the sessions 
of the annual convention of the Ohio 
Retail Shoe Dealers’ Associations, sched- 
uled for Feb. 26 and 27 at the Deshler- 
Wallick Hotel were cut short and a 
business session, only, was held. The 
attendance was reduced fully 60 per 
cent by the inclement weather which 
made it almost impossible for those liv- 
ing any distance away to arrive in Co- 
lumbus, either by automobile or by the 
more usual forms of travel. 

A luncheon for shoe merchants and 
travelers was held in the Deshler-Wal- 
lick Hotel Feb. 26, with about 85 in 
attendance. Joe M. Ryan, president, 
presided. 

At the business session Clarence R. 
Faflik, Cleveland, was named president 
te sueceed Joe M. Ryan; Fred Abbott, 
Newark, was reelected vice-president, 
and George Bunn, Salem, was reelected 
secretary-treasurer. Directors named 
for the coming year are W. B. Sweet, 
Warren; H. D. Seigenthaler, Mans- 
field; Frank Sill, Lima; Austin P. Her- 
mann, Chillicothe; J. C. McGrew, 
Marietta; F. W. Abbott, Newark; Cleve 
C. Hall, Youngstown; Robert Vestal, 
Elyria; George J. Bunn, Salem; Ken- 
neth Ransom, Mount Vernon; Joe M. 
Ryan, Columbus; George Doehrman, 
Cincinnati; Clarence R. Faflik, Cleve- 
land; B. A. Roller, Ashtabula; Ralph 
Taylor, Columbus; J. H. Roberts, Cleve- 
land, and R. H. Kertscher, Ravenna. 

Despite the small attendance, the 80 
exhibitors, who represented many of 
the important lines in the country, were 
well satisfied. They declared, that while 
retailers were not many, a good deal 
of business was booked and that the re- 
sults were far above expectations when 
the weather conditions were taken into 
consideration. é 

The displays were attractively ar- 
ranged in sample rooms on the third 
to the seventh floors of the Deshler- 
Wallick Hotel and large signs showed 
the retailers where the various exhibits 
could be located. The Columbus Shoe 
Club, recently organized by all branches 
of the industry, was on hand to wel- 
come the retailers. 

The program of discussions on tax- 
ation matters, the provisions of the 
NRA, and price fluctuations, was called 
off for the meeting. George V. Sheri- 
dan, executive director of the Ohio 
Council of Retail Merchants, was to 
have lead the discussion on the threat- 
ened general sales tax. 

The 1935 convention will be held in 
Cleveland either the first or the second 
week in June. This was done because 
of a concerted movement of Cleveland 
dealers and traveling men who believed 
that the convention would be well at- 
tended in that city. Likewise it was 
believed that June might be a better 


time for the convention. 
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these new heels 


FIT CLOSE 
and stay tight 





N O gaping—no tracking of dirt—when Panco Sta-Tite Heels are 
used. The new patented construction eliminates the greatest faults 
of the old style rubber heel. In addition, Panco Sta-Tite Heels give 
almost double the wear of ordinary rubber heels. Naturally, your 
customers are going to welcome their use on the shoes they buy. 
Specify them on your next order—they cost no more than ordinary 


heels. 


PANTHER PANCO CO. 


IPALN CO 


STA-TITE 


CACHES 
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WHERE TO BUY 


Women’s Shoes 











A PROVEN HEALTH SHOE 


In the North, South, East and 


West The 


Clara Bo” 


There are profitable 






Clara Barten 2 
counts ta YOUR 
section of the coun- 
try. Is yours one of 
them? 


SHAFT-PIERCE SHOE COMPANY 
FARIBAULT, MINNESOTA 








ORIGINAL 





FOR MEN 
{. @. SMITH SHOE CO. 
Chicago, Ill. 

Both fines carried in stock. 
FOR WOMEN 


THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 











THE PUMP WITHOUT A GAP 


GENUINE COMPO PROCESS 
IN STOCK 
Kafr Calf 





















Display of Baby Shoes 


Boston, MAss.—New spring styles 
from Mrs. Day’s Ideal Baby Shoe Co. 
are on display in the exhibition booth 
that the New England Council main- 
tains in North station, for the showing 
of New England products. There’s 
quite a variety of the new grades, and 
among them are carriage boots that 
look like rabbits, having bright eyes as 
well as long ears; also house shoes 
trimmed with birds, and many varieties 
of embroidered shoes. Toys, like dolls, 
dogs, bears, ducks and other animals, 
which are made of fleecy woolskin, are 
also displayed, these being products of 
Mrs. Day’s factory. 
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INTERNATIONAL SHOE CO. TO HOLD PUBLIC STYLE SHOW 


AND SHOE EXHIBITION IN ST. LOUIS 
More Than 5000 Shoe Styles To Be on Display 


Below-the-ankle styles, especially, are 
to be glorified in a style show and shoe 
exposition to be held at the St. Louis 
Mart Building on March 13, 14, 15, 16 
and 17 under the sponsorship of the 
Seventy-five Million Plus Club of the In- 
ternational Shoe Company. 

The United Shoe Machinery Corpora- 
tion’s million-dollar collection of ancient 
shoes from all parts of the world and 
of all ages, ranging from the footwear 
of royalty to that of favorites of the 
stage, will form an attractive as well as 
interesting feature. 

A leather and tanning exhibition, the 
manufacture of shoe laces, an exhibit 
showing the many uses of hair from 
hides, a model loom in operation trans- 
forming cotton from bol] to cloth, and a 
display of chemicals used in shoe mak- 
ing, will reveal some of the behind-the- 


scene activities in the making of shoes. 

Branches of the International Shoe 
Company are to have special exhibitions 
of their entire lines, including Peters 


Shoe Company, Roberts, Johnson & 
Rand, Vitality, Friedman-Shelby, Pen- 











nant, Queen Quality and Dorothy Dodd. 
Each will make an individual showing 
that will help make the four acres of 
floor space on the first floor of the Mart 
Building more appealing to the public. 

Four style promenades a day will be 
made by attractive models. Each prom- 
enade will bring to view the latest of- 
fering for day-time, sports and evening 
wear, not only in shoes, but in dresses, 
suits and hats as well. A first-rate en- 
tertainment program will be given in 
conjunction with the fashion show. 
Singers, dancers and a featured novelty 
orchestra will help to make the affair 
an enjoyable one. 

Robert Wadlow, the eight-foot boy 
giant from Alton, who wears a size 35 
Peters Shoe, will be present, as will 
Popeye, favorite of all boys and girls. 
Carl Walters, St. Louis artist, will en- 
tertain the children with his drawings 
and chatter. ; ; ; 

Admission is to be by tickets which 
may be had free at all stores featuring 
International-made shoes, as well as 
other points of distribution in the down- 
town section of the city. 








Spring Style for Windows 
{CONTINUED FROM PAGE 25] 


articles. The Easter and Spring back- 
ground and fixture ideas illustrated in 
this issue are examples. 

If you are not in a position to engage 
the services of a full-time display man, 
there are in most cities free lance win- 
dow men who divide their efforts be- 
tween various stores and it may be to 
your advantage to employ such an ex- 
pert to give you a specified number of 
windows per month. It is always an 
advantage to have your window work 
handled by someone’ who knows the 
game, for more and more it is becoming 
a specialized field that calls for special- 
ized training and ability. 

Fortunate indeed is the shoe man 
who has an interest and ability of his 
own along this line. He can save 
himself many dollars if, through keen 
observation of good windows in other 
stores, supplemented by a reasonable 
amount of time devoted to a study of 
the subject, he can develop ideas and 
plan displays which some one in his 
organization can carry out. Or the 
services of a good carpenter or cabinet 
man can be engaged to construct the 
simple backgrounds, cabinets and dis- 
play stands which require little time or 
labor but produce effects that are novel 
and pleasing. The wallboard and light 
lumber or sheet metal used in these dis- 
plays are relatively inexpensive and 
easy to work. 

Whatever you may decide as to treat- 
ment or method of handling your win- 
dow displays, change them often, es- 
pecially in the principal selling seasons. 














And tie them up closely with your mer- 
chandising, advertising and selling 
plans, so as to make one consistent pro- 
gram of promotion. A window display 
of white shoes is twice as effective if 
it synchronizes with a newspaper ad- 
vertisement featuring whites as it 
would be if it followed a generalized 


ad on Summer footwear. 





“Show Must Go On” 


(CONTINUED FROM PAGE 14] 


blow to the section that produces a 
third of the Nation’s footwear, and 
which has chiefly the New England 
Shoe and Leather Association to pro- 
tect its interests. 

5. By the selection of one shoe manu- 
facturers’ association as the sole con- 
troller of annual trade shows, thus 
compelling the country’s retail and 
wholesale shoe merchants to patronize 
a single show and preventing them 
from exercising the privilege of patron- 
izing a time-honored New England con- 
vention-exposition, these buyers are 
virtually subjected to a restraint of 
trade; and in the final analysis, the 
ultimate consumer of footwear is like- 
wise adversely affected and one impor- 
tant purpose of the National Recovery 
Act defeated. 

6. The entire policy as to the conduct 
of trade expositions, as expressed in 
Section 6, Article 8, of the Shoe Manu- 
facturers’ Code, is monopolistic in its 
operations and subversive of the rights 
of New England as an economic section 
and repugnant to the principles of fair 
competition. 
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THIS WEEK 5 BOUQUETS 





This is a Heartfelt Tribute 


For many years I have wanted to write 
and express what the Boot and Shoe Re- 
corder has meant to me. I have read and 
used the Recorder 
continuously for the 
past 22 years. It has 
developed for me a 
thorough knowledge 
of style and foot fit- 
ting. In addition, I 
have learned through 
the ads a working 
knowledge of foot 
anatomy which en- 
abled me to boost 
my retail sales. I 
sold for the late 
Fred Stewart of At- 
Jonta, during a 12. 
month period, shoes 
in the amount of 
$40,000, and arch  R. A. GILBERT 


supports in the 

amount of $3,000, a record of which I shall 
always be srend. 2s, leaving the retail 
game, I b l Shoe Traveler 
and am now ed in that capacity. 
Thanks to the RECORDER! It has been 
my stay and guide in the preparing of many 
sales talks, and has given me a definite 
knowledge of what’s what in leather and 


lasts. 








R. A. Gilbert, Rome, Ga. 








Elected Bank Director 


Boston, Mass.—George R. Brown 
has been elected a director of the First 
National Bank of Boston, to succeed 
his father, the late Edwin P. Brown, 
chairman of the board of the United 
Shoe Machinery Corp. 


Men’s Shoe Buyer 


CLEVELAND, OHI0— John Dowling, 
buyer of men’s furnishings at the Wm. 
Taylor Son & Co., has also been ap- 
pointed buyer of men’s shoes, succeed- 
ing D. E. Ream, who has joined the 
U. S. Rubber Co. at Detroit. 


Takes Over Store 


JAMESTOWN, N. Y.—The former 
Brownell Shoe Store, 8 West Third 
Avenue, has been taken over by the 
Endicott-Johnson Shoe Corporation of 
Endicott. Milton E, Moline has been 
retained as manager of the store. 
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SHOE 
WHITES are in tune with the TIMES 
and the TREND 


To Retail from 


$ 5-50 


to 


Left Style 
Last, White. —y a ‘ip 


and foxing of black calf. 
Rubber heels. on 7% to 11; 
B, 7 to 11; ys . 
Rubber heels, 
Style 604—Same _ style, 
Brown Calf trimmed. 

Style 600 — Same sstyle, 
in all White Buck. 


Right Style 751—wWhite 
Snobuck brogue oxford. Lea- 
ther soles and heels, — = 
to 12; 4 7% to B, 

12; C, 5 to 12 


LASH these natty whites before the eyes of your customers and the news 

will go tingling down the line that you're a real fashion leader. Their smart 
dressy appearance, custom craftsmanship, and accurate portrayal of the 
little details that distinguish all things well made are but further evidence 
that Packard leads in Style, Quality and Workmanship. 


70 STYLES IN STOCK 


Including 3 Styles of 


PACKARD SKOKIES 


The popular leisure oxford with crepe soles 


Write for Catalog "M" Illustrating Spring and Summer Styles 


M. A. PACKARD COMPANY 
BROCKTON, MASSACHUSETTS 
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WHERE TO BUY 
Men’s Shoes 
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MEN’S FINE SHOES 
OLD COLONY SHOE CO, FROCKTON 


NEW YORK BOSTON 
Marbridge Bidg. 10 High St. 








Shoes Now Retail $9 to $20 


A. E. NETTLETON CO. 
H. W. COOK, President 
Syracuse, N. Y. 
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WHERE TO BUY 


Riding Boots 


















LARGEST 
BOOT STOCK 


in America 
Domestic and Imported 
For Immediate Delivery 


Men, Women & Children’s 
Boots for Riding 
Field, Hunting, Aviation 
Also Jodhpurs & Jodgores 


Complete Catalog 
R-7 on Request 


~ COLT 
CROMWELL Co. 


1239 Broadway 
New York City 











Tale of Two Cities 


NEw YorK, N. Y.—Vida Moore, New 
York style authority, is back from a 
month’s sojuorn in Paris and London, 
and she has some interesting things to 
say about these two cities. “London 
seems to have taken over all the glamor 
and gayety that once belonged to, and 
has always been associated with, the 
French capital,” she states. 

Miss Moore feels strongly that Lon- 
don is rapidly taking away Parisian 
laurels as a style autocrat, “though both 
cities were ignorant of what progress 
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SHOE PRODUCTION FIGURES FOR 1933 
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' WASHINGTON, D. C.—The Bureau of 
the Census, Department of Commerce, 
presents the following statistics on pro- 
duction of boots, shoes, and slippers, 
other than rubber, by months and 
classes, for 1933, with comparative to- 
tals for 1932. The statistics for De- 
cember, 1933, represent 1060 factories, 
and for November, 1076 factories. 

The total production for factories re- 
porting for 1933 was 350,381,737 pairs, 
an increase of 37,091,883 pairs, or 11.8 
per cent, over 1932. The production 
of men’s shoes (dress and work) in- 
creased 19.2 per cent; boys’ and youths’, 
10.2 per cent; women’s, 14.7 per cent; 
infants’, 18.7 per cent; athletic, 18.4 
per cent; all-leather slippers and moc- 
casins, 28.3 per cent; and barefoot san- 
dals and all other footwear, 8.4 per 
cent. There was very little change in 
the output of part-leather and felt slip- 
pers, the increase being only one-tenth 
of 1 per cent. On the other hand, the 
production of misses’ and children’s 
shoes decreased 1.2 per cent; shoes with 
part-leather and part-fabric uppers, 


Kind 


Boots, shoes, and slippers, total. :. 
High and low cut boots and shoes (leather), 


Women’s 


Misses’ and children’s.............. 


Infants’ 
Athletic 


Part-leather and part-fabric.......... 
All-fabric (satin, canvas, etc.)............. 
Slippers and moccasins for house wear, total. . 


All leather 


Bare TORUpet, LONG, GCs os. 0565 .0.65.0.2 5 
Barefoot sandals and all other footwear.... 





Boys’ and youths’................. 





PRODUCTION OF BOOTS, SHOES, AND 
SLIPPERS, OTHER THAN RUBBER 





may 
JUNE 


gel ils 1818 











20.7 per cent; and shoes with all-fabric 
uppers, 24.4 per cent. 


Per cent of 

increase 

1933 1932 1932-1933 
ie 350,381,737 313,289,854 11.8 
ees. 291,265,362 255,790,035 13.9 
Pe Ae 63,770,741 51,583,113 23.6 
kines 25,049,886 22,909,658 9.3 
ee 19,943,822 18,100,132 10.2 
Lie 130,742,290 113,943,757 14.7 
eae 33,180,175 33,599,982 — 1.2 
ee 18,578,448 15,653,393 18.7 
He OER: 1,315,880 1,111,212 18.4 
steee 1,485,327 1,874,052 —20.7 
4,637,255 6,132,362 —24.4 
40,648,351 38,211,968 6.4 
s ehaerelt 10,910,778 8,502,674 28.3 
nh eee 29,737,573 29,709,294 0.1 
11,029,562 10,170,225 8.4 








is being made in this country in styl- 
ing, quality of leathers, as well as shoe- 
making processes. 

“Both Paris and London were very 
much surprised at the variety, supple- 
ness and whiteness of our calf-skins; 
and ogled the moda-calfs in browns, and 
the white, washable Yukons, with un- 
concealed delight. All the shoes I took 
over were of calf, kid, or pigskin. I 
didn’t have an all-fabric shoe in the 
lot. An evening shoe in white calf, 
trimmed in gold, created much excite- 
ment as they were all accustomed to 
crepe de chine and satins.” 

Three ensembles, which were the 
“highlights” of her showing, were: A 
white kid and velvet shoe, worn with 
a white velvet dress; a blue calf and 
washable velvet shoe, with which was 
worn a dark blue satin dress and eve- 
ning coat lined with lapin; and a bright 
red patent leather shoe with gold trim- 
ming, accompanied by a dress of black 
lace. 





Mollie P. Page Arrives 


New York, N. Y.—Miss Mollie P. 
Page, prominent Paris shoe stylist and 
designer, arrived in town last week. 
While in New York she is making her 
headquarters at the offices of the Kid- 
skin Tanners, 47 West 34th Street. Miss 
Page has arranged to meet American 
shoe designers and manufacturers. She 
plans a careful survey of the trend of 
American footwear fashions. 





New Manufacturing Company 


Los ANGELES, CAaL—The Witten 
Shoe Company, a new manufacturing 
concern at 3764 Broadway Place, will! 
start operating April 1. The Witten 
Company use the Sbicca method in mak- 
ing high-grade cemented shoes. 

The officers of the company are: A. H. 
Wittenberg, president; A. L. Shelton, 
vice-president; F. P. Shockley, secre- 
tary, and G. Dube, superintendent. 
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Children’s Fashion Show 


CLEVELAND, OH1I0—The May Co. pro- 
moted a big Spring fashion show for 
children in their spacious auditorium 
on Feb. 22 and 24, choosing a Saturday 
and holiday when schools would not be 
in session. The result was a packed 





Adaptability of the one strap. black 
patent is called upon to complete the 
esemble which include (left to right) a 
brown dotted Swiss frock, navy blue 
and white cotton dress, and striped 
picot in red, brown and yellow. 


March 10, 





room with two shows scheduled daily at 
11:00 A. M. and 2:30 P. M. Over 1000 
persons attended each day. 

The style show was directed by Miss 
Edna Maynard, May Co. stylist. Youth- 
ful models from the Children’s Theatre 
of the Academy Guild, were used to 
demonstrate wearing apparel of all 
kinds, from millinery to footwear, the 
shoes being taken from the second floor 
children’s shoe department. A long 
run from the auditorium stage, back 
through the center of the room, was 
used to promote the new Spring styles. 
The various creations were broad- 
cast to the audience by loud speakers 
from backstage. Showings were inter- 
spersed with entertainment by the 
pupils of Miss Ida Schmidt of the 
Guild, including dramatics, dancing, 
and vocal selections. 

Miss Maynard, stylist, believes that 
children’s fashions are becoming less 
classic and patterned more after adult 
wear to include fashions from season 
to season. Consistent with the trend, 
shoes will have to match or blend with 
each costume. Tweeds will be very 
stylish this Spring and the rough sur- 
face oxford should consequently be in 
demand in the sports type shoe. Patents 
or dress kid will be good with taffeta, 
another favorite for Spring. 


Want Code Change 


CHIcAGo, ILtut.—The National Shoe Re- 
tailers’ Association has appointed a 
committee consisting of A. H. Geuting, 
Philadelphia; Jesse Adler of New York, 
delegate and alternate, respectively, 
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members of the National Retail Code 
Authority; Herbert J. Rich of Wash- 
ington, secretary-treasurer, and Edwin 
W. Hahn of Washington, to act with 
John J. Holden, managing director, in 
behalf of the association at the code 
hearings in Washington. 

It is the intention of the association, 
through the committee mentioned, to re- 
quest the following changes in the trade 
regulations in the code of fair competi- 
tion of the boot and shoe manufocturing 
trade: 

Art. VII, Sec. 3: 
“Terms and Discounts :” 

A redraft of this section, in so far as 

it is inequitable on retailers of shoes. 


Sec. 4: “Special Cartons”: 
Elimination, or change, as affecting 
the use of speciol cartons. 


Sec. 6: “Style Shows”: 
Amendment to permit manufacturers 
to exhibit at the annual conventions of 
the National Shoe Retailers’ Associa- 
tion by payment of fee, with no obliga- 
tion on the part of any manufacturer 
to participate. 





KID, LITTLE AND BIG 


Smallest kid skins for shoes measure about 
a foot, or not much larger than a man’s pocket 
handkerchief. The largest measure 10 or 12 
feet, and a few go up to 14 feet, or as big 
as floor rug. These big kid skins are bigger 
than some calfskins. Sometimes a small skin 
is worth more than big skin. It’s because of 
the fineness of the grain; or the “gloviness” 
of the leather. 








Additional Brown Factory 


PITTSFIELD, ILL.—Merchants declared 
a holiday for the dedication of the $100,- 
000 factory of the Brown Shoe Com- 
pany which has been completed and will 
be put in operation at once, giving em- 
ployment to between 600 and 700 per- 
sons. The plant, part of which was 
vacated several years ago by another 
shoe company, has a new $40,000 addi- 
tion and company officials are already 
planning for another addition. 





New Firm 


NEWBURYPORT, Mass.—The Whitfield 
Shoe Co., the name of Newburyport’s 
most recent firm, will employ about 150 
people. The concern has rented the 
top floor of the Burley Stevens building 
on the corner of Kent and Monroe Sts., 
and will endeavor to obtain a daily pro- 
duction of 20 or 30 cases of men’s slip- 
pers. This production will be gradual- 
ly increased as conditions warrant. 
There is also a possibility of a line of 
shoes being added. 

The incorporators are John Stevens 
of Hampton Falls, Merton Rowe of Sal- 
isbury and Mrs. Lucy R. Brown of Salis- 
bury. 








FOOT HEALTH WEEK 
APRIL 2-7 
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NEW 


“THT ya oO” 
SPORT 
OXFORDS 







Women’s 
No. 1370 






White Elk 
White Calf 
Saddle 


In Stock 





White Elk 
In Stock 


The Newest Note 

In Sports Footwear 
The sturdy construction of “Hy-Lo” 
Sports Oxfords makes them suitable for 
almost every type of active sport and out- 


ing wear. They actually open up a new 
market—and new profits. 


Carried in stock—Women’s sizes AA-C, 
$2.65. Men’s sizes 6-11, B-D, $3.00. Sam- 
ples promptly on request. 


e 
Makers of a complete line of 


house slippers for men and 
women. 


e 
L. B. EVANS’ SON 


COMPANY 
WAKEFIELD, MASS. 












EVANS 
STanvano 
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WHERE TO BUY 
Men’s & Women's 
Slippers 
















. 8S. CHA SONS, INC.. 

W: © TRRHICL, MASS. 

in Steck—Men’s Full Leather Lined 
Handturned Slippers 

Priced from $1.75 

Kid Pullman Slippers 

colors and black with 


nap Pocket 
‘Zipper Pocket 





KUSH-IN-EZE 


HAND TURNED 


FOOTWEAR 
IN STOCK 


Ne. 156 Black 
Kid $2.35 





No. 401 Black 
Kid $1.85 


SEND FOR CATALOG 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 
(Division of L. B. Evans’ Son Co.) 
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WHERE TO BUY 


Hosiery Protectors 


| ed 











When you see the name 


TIFFANY 
on Gao _geueiry 


WALK-EZE 


on Stocking Protectors 
it means QUALITY 


o~ 3 7 oe cated Kemi: 


2) 


54045 weap 


Protected by 
Patent Numbers 
vs 166 


Hy Ms jous 
material that i is “durable 
—washabl p-trems and 
sweat proo' 


Sizes hl Women, 
Men and Children 


Order from your jobber or N. 281021 
WALK-EZE Sales Offices Stamped on every pair. 


Executive Office: Syracuse, Y. 
dine, YORK: (141 Breaday 
CHICAGO: 114 E. Austin 

CANADA: 729 St. Antoine St., "Becvees 
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Howard F. Johnson 


BrRocKTON, Mass.—Report of the 
death of Howard F. Johnson, former 
George E. Keith factory executive, at 
Richmond, Va., was received in Brock- 
ton with regret last week by his legion 
of friends in the South Shore district. 
Well known in Brockton where he 
served at one time as president of the 
Brockton Country Club, he was also 
active in Masonic circles here. He is 


survived by his widow and four chil- 
dren. 








BOOT AND SHOE RECORDER, March 











10, 1934 








CENTRAL REPORTS BIG GAINS 


Shipments Rise 84.3% in January—103% in February 


St. Louis, Mo.—For several years 
past the steady increase in sales and 
shipments of the Central Shoe Co., 
makers of Robin Hood and Central Gold 
Standard Shoes, has been the cause of 
much discussion among shoe men all 
over the United States. 

Central’s record for the past few 
months, however, has been even more 
astonishing. For example, Central ship- 
ments for January, 1934, show an in- 
crease of 84.3 per cent over the cor- 
responding month of 1933. Shipments 
for the month of February, 1934, show 
an increase of 103 per cent over the 
corresponding month of 1933. 

Orders on hand, according to Walter 
A. Menke, vice-president, are the heavi- 
est in the history of the Central Shoe 
Company with the volume at the pres- 
ent time taxing the capacity of the 
company’s many large plants through- 
out the country. This demand is at- 
tributed in some measure to the in- 
creased purchasing power of the aver- 
age family as the result of government 
expenditures for public works and other 
purposes. According to Menke these 
expenditures are giving a new impetus 
to buying and have enabled many 
families to replenish sadly depleted 
wardrobes. 

Another contributing factor to the 
sensational gains in both sales and ship- 
ments being made by Central is the 
judicious use of an increased invest- 


ment for advertising. Central has al- 
ways been a consistent user of news- 
paper, direct mail and point of purchase 
displays, as well as a good deal of copy 
in trade publications. Last November 
radio was also added on a twice a week 
schedule over a large number of sta- 
tions throughout the Middle West and 
Far West. 

This radio program is built around 
Central dealers and is designed to send 
children into dealers’ stores to join the 
Robin Hood Club. Many attractive 
prizes are offered to club members. The 
response to these offers has far exceed- 
ed the company’s expectations. 

In commenting upon Central’s growth, 
Mr. Menke said: “There is no question 
in our minds that business is definitely 
on its way back and that profitable 
sales can be had by those manufac- 
turers who will go after business with 
their sleeves rolled up. On our part we 
have inaugurated a more aggressive 
campaign for 1934 than in any previous 
year. » This campaign includes the in- 
vestment of a large sum for advertising 
in newspapers, magazines, direct mail, 
window and counter displays and radio. 
This investment would be of little value 
to us were it not for the whole-hearted 
cooperation of our salesmen and deal- 
ers. This cooperation is a very impor- 
tant part of our entire program and 
much of our success can be attributed 
directly to it.” 





Death Takes Foremen 


BROCKTON, Mass.—Two of the South 
Shore’s widely known factory execu- 
tives died last week, following a brief 
illness when death took Andrew J. 
Lane, for many years a buyer and fore- 
man of the Stacy-Adams Company, and 
William C. Flowers, a foreman of the 
George E. Keith Company. 





Teeple Shoe Co. Expands 


WaAuPuUN, Wisc.— The Teeple Shoe 
Co. has recently purchased all of the 
new and up to date men’s equipment 
from the Clinton Shoe Mfg. Co., Clin- 
ton, Iowa. This purchase includes the 
following lasts which have been very 
popular, the Bordeaux, Prince, French, 
Vogue, Baron, Clinton, Senator, Mun- 
son, Gotham, Bristol, and Tuxedo. 
Along with some new equipment which 
they are putting in they expect to pre- 
sent a very strong line of men’s shoes 
for Fall 1934. 

E. W. Hornburg, superintendent of 
Allen - Edmonds, Belgium, Wisc., has 
been appointed assistant superintendent 
and quality man on men’s shoes to Mr. 
Milligan. Both men have had wide ex- 
perience in the production of high grade 
men’s shoes, and it will be their policy 
to maintain the standards of quality 
which they have been producing in boy’s 
shoes for the past thirteen years. 





Cantilever Store Expands 


SEATTLE, WASH.—Fine new head- 
quarters for the Cantilever Shoe Store 
were opened in larger quarters at 1428 
Fifth Avenue. A larger volume of 
business during the past year led to 
the move, according to Frank Slazor, 
proprietor. Previous to removal of the 
Cantilever Shoe Store it had been lo- 
cated for four years in the ground floor 
of the Medical-Dental Building. In ad- 
dition to the Cantilever lines, a stock 
of Dr. Kahler scientifically-built shoes 
is carried. 





Correction 


YOUNGSTOWN, OHIO—An error in re- 
porting was made in the February 24 
issue of the RECORDER. We are are ad- 
vised by Levine and Sacherman that 
they have been operating a shoe store 
in this city for the past fifteen years 
under the name of Levine & Sacherman, 
operating stores at 38 E. Federal St. 
and at 218 E. Federal St. Just recently 
they incorporated this business in the 
same locations instead of 143 W. Den- 
nick Ave. which is Mr. Sacherman’s 
home address. There is no David S. 
Levine connected with the concern. This 
should have been David Sacherman. 
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FOREMOST IN 
FRIENDLINESS 


There's a new regime at Hotel LaSalle—a friendly 
"what-can-we-do-for-you" spirit that will make you 
happy here. 


You'll find us cheerfully ready to serve—anxious 
to make you feel at home—determined to win 
your constant friendship! 


Here's a famous hotel, with outstanding facili- 
ties, and yet with warmth and hospitality that evi- 
dences our personal interest in you. 


Our rates will please you, too! 


James Louis Smith, Manager 


LaSalle Street at Madison 


HOTEL L»SALLE CHICAGO 











Stop al a NE WHotet / 
Twenty-nine stories of NEWNESS! NEW hotelladvantages. .. NEW 
hotel comfort... NEW hotel service-courtesies— yours at Hotel 
Governor Clinton. 1200 spacious outside rooms with bath, radio, 
specially designed beds, Servidor, circulating ice water and 
every other luxurious feature of a NEW hotel. Rates that 
mean genuine economy, from $3 daily for one— 

only $1 more for two. ***Four restaurants, most 
reasonable prices, marvelous food, 

delightful surroundings. 










B. & O. Buses Stop at Door 
Opposite Pennsylvania Station 


HOTEL 


GOVERNOR CLINTON 


Cc. W. RAMSEY, Jr., Manager 


7th Avenue at 31st Street 
New York City 





When writing advertisers please mention Boot and Shoe Recorder 
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Shop the Mar- 
bridge Building— 
Headquarters for 
Value and Style 


Under one roof... the showrooms 
of the shoe industry’ s leading man- 
ufacturers .. . easily accessible to 
retailers and buyers, who, in one 
visit, may learn all that is new and 
smart in the shoe world. 

The coming season’s outstanding 
shoe styles are on display now at 
the Shoe Buying Centre in New 
York .. . the crossroads of the 
trade... the Marbridge Building. 
Come and see them before you buy! 


I a 


1328 BROADWAY stax NeW YORK 











Mbloderate in price 
and convenient 


wiIf your pocketbook is modest...here is an 


ideal place to stay in New York. 

g If you want convenience...you'll find your- 
self in the center of the shopping district, 
one block from Fifth Avenue, one block from 
Penn Station. All other means of transporta- 
tion within half a block. 


uw lf you want good food...you’ll enjoy our 
meals prepared by women cooks... only fresh 
vegetables used...home baked pastry. 


gw If you want an illustrated descriptive booklet 


with a beautiful map of New York City...send 
for Booklet M. 
Hotel K | I. M. WIESE, Manager 


Herald Square 


116 WEST 34TH STREET - OPPOSITE MACY’S 
NEW YORK CITY 




















WHERE TO BUY 


Leathers 











MANDRUCCA 


is the registered trade- 
mark of a unique, 
grained 


> 


leather of 
superior tannage, 
riginated 


rs 4 
the under- o 


< 
Misuse 
signed. @.. of thie 
oO @ trade-mark, 
& directly or by 
ey colorful tmita- 
> & vigorously prose- 
cuted. 
R. NEUMANN & CQ. 


tion, wttt be 
HOBOKEN, NEW JERSEY 
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WHERE TO BUY 


Children’s Footwear 











MRS. DAY’S IDEAL BABY SHOES 
Infants’ Soft Soles. ..0-3 
Intermediates ....... 1-5 
Flexible Hard Soles. .2-8 


Send for In-Stock 
Catalog 


MRS. ose IDEAL BABY 
Danvers, Mass. 





Locust St. 














WHERE TO BUY 
Shoe Trees 









QUICK PROFIT ITEM - 0): 


SIMPLEX SHOE TREES 


SELF ADJUSTING 
A Simeris or Remove 
n ano WOMEN 
sae Fd Simplex 

SHOE TREE | CO. 


” 













Nobil Opens Department 


CLEVELAND, OHI0 — The Nobil Shoe 
Co. of Akron, Ohio, has taken over the 
basement shoe department in the Wm. 


Taylor Son & Co. store here. K. W. 
Tabler is manager of the department 
which offers shoes for the entire family. 





Naro Heel Bootery Starts 


SPRINGFIELD, ILL.—Announcement is 
made of the opening of the Naro Heel 
Bootery at 508 Myers building, with 
Joseph E. Connelly as manager. 





Chicago Cooperates 


CHICAGO, ILL.— Cooperation is the 
key-note in Foot-Health week here, the 
result being not only more interest in 
feet, proper shoes and in correct fitting 
aroused on the part of the consuming 
public, but in a closer tie-up between 
chiropodists and retailers, which al- 
ways means better service for the cus- 
tomer. 

Following the plan used last year 
with gratifying success, a free all-day 
clinic will be held at the Morrison 
Hotel on Wednesday of Foot Health 
week to the success of which a hundred 
chiropodist-podiatrists are donating 
their services. Publicity is given to 
this clinic by newspaper advertising 
and by cards distributed through co- 
operating retail stores to customers. 
At the clinic diagnosis is made and 
prescription for proper shoes is given 
and minor foot ailments are treated. 
Customers are urged to take advantage 
of this offer for free ‘examination both 
for themselves and their children. 

Among the cooperating stores are 
Marshall Field and Company, the Bos- 
ton Store, Walk Over, Lane Bryant, 
Stetson, Regal, Florsheim, Naro Heel, 
David Boot Company, and Enna Jet- 
tick. 

Points brought out in the publicity 
released both by the stores and the 
chiropodists are; the fact that shoe 
fitters must be conversant with com- 
mon foot ailments as the retailer is 
usually the first to whom foot ailment 
is apparent and a close cooperation be- 
tween retailer and chiropodist will 
result in the foot suffer’s comfort. 
Proper care of the feet by a reliable 
specialist will make shoe fitting easier 
and will result in a satisfied customer 
whose féet are in a condition to respond 
to a correctly fitted shoe. On the other 
hand a correctly fitted shoe aids the 
specialist’s treatment and brings about 
ease to the patient and final recovery. 
Close cooperation furthermore inspires 
the confidence of the patient. 

The cooperating stores make every 
effort to follow accurately the prescrip- 
tion given to the customer at the clinic. 
Several of them have printed notices 
to this effect announcing that “pro- 
fessional instructions will be carried out 
to the letter without criticism or com- 
ment.” 





Davenport Gets Busy 


DAVENPORT, IowA—Merchants here 
have their promotion plans for Foot 
Health Week well under way. Shoe 
retailers have enlisted the cooperation 
of a local newspaper in planning a pro- 
motion program that will make Daven- 
port completely “Foot Health Con- 
scious.” 





Lansing to Do Big Job 


LANSING, MicH.—Lansing shoe mer- 
chants and chiropodists are out to make 
1934 Foot Health Week a bigger event 
than their very successful promotion 
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NATIONAL 





FOOT HEALTH WEEK TIE-UP 


In your plans for Foot Health Week 
promotion the striking green and black 
posters will play an important part. 
They will harmonize perfectly in a cool, 
green and white window display setting, 
and prove equally effective in your store 
interior decorations. The same design is 
available in one, and two colum mat- 
rices, so that you may have a complete 
tie-up between your newspaper and di- 
rect mail advertising, and your display. 
They are approximately 17 x 22 inches 
in size, and printed on heavy paper. 





last year, when a “walkathon,” with 
the mayor acting as starter, won a 
great deal of attention. This was 
backed by a well-planned advertising 
section in the local newspaper — to 
quote—“all of which resulted in a nice 
lot of business for all concerned ... 
we are confident with the interest 
shown in the initial promotion in 1933 
that we can, and will, double this in- 
terest and results as well.” Go to it, 
Lansing! 





Displays Foreign Shoes 


New York, N. Y.—A unique, though 
approriate, tribute to Harold C. Keith, 
president of the George E. Keith Co., 
and recently given him by the various 
Walkover agencies throughout the 
world, was a collection of foreign foot- 
gear, a part of which is shown in the 
window of the Walkover store at 510 
Fifth Avenue. Many, and varied, are 
the shoes on display: A d’Orsay type 
slipper of silver for Turkish bridal 
wear, a sporty shoe for the “jungle 
sheik” of the Congo which is trimmed 
with lion’s mane, a brightly colored 
afternoon shoe with decorations on the 
insole for Philippine debutantes, and 
queer, boat-shaped shoes made of reed 
from Korea and Hong Kong, are among 
the interesting examples of exotic 
footwear which are viewed by the city’s 
passer-by. 
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SALESMEN WANTED 


POSITION WANTED 


BUSINESS OPPORTUNITY 





pecs ay wanted for short snappy line of 
ers, B: le. Give f 
‘adasaation in first letter. A. Freedman 
. Inc., Brockton, Mass. 





WANTED—Shoe salesman for Louisiana— 

Northern California—Washington and Ore- 
gon. Line consists of popular priced In- Stock 
Ladies Novelty shoes. xcellent commission 
arrangement with weekly advances against com- 
missions, A real opportunity for good earnings 
to the man interested in making money. When 
applying, state age and road selling experience. 
Address Shu-Stiles, Inc., 1330 Washington Ave., 
St. Louis, Missouri. 





SALESMAN wanted to carry side line of 
buckles and bows. Calling on retail shoe and 
department stores in New England. A _ good 
money making side line with no bulky samples. 
Address D-659, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





SIDE line Salesman, Commission Basis. Old 
Established House. Stitchdown Shoes, Slip- 
pers and Beach Sandals for Retail Trade. Give 
territory, experience and references. Address 
D-660, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





ALESMEN wanted, Women’s Novelty shoes, 
popular priced, for Texas and Oklahoma. 
Commission basis only. Address D-658, care 
Boot & Shoe Recorder, 140 Federal Street 


Boston, Mass. 








FOR RENT 
STORE room, 15 by 95. New front. Main 


08 location. Ideal for shoes or ladies’ 
wear. M. Harris, 207 South Main St., 


Gre ensburd, Penna. 


POSITION WANTED 


ETAIL SHOE SALESMAN, 35, GOOD 


APPEARANCE, ALL AROUND SELL- 
REN’S AND LADIES’ 


etn eat) 15 YEARS’ EXPER 


ENCE; WILL GO ANYWHERE; MODER. 
ESS D-665. CARE 
BOOT & SHOE RECORDER, 239 WEST 39th 


STREET, NEW YORK, N. 4 











IN shoe dept. Minn. or Northern Iowa. 7 yrs. 
retail experience, age . Training in :. 
Scholls Foot Comfort Service and Shoe fitting 
course at Chicago, also Minneapolis Business 
College. Address S care Boot & Shoe 
Ney” 239 West 39th Street, New York, 








LINE WANTED 





WANTED, line of shoes for the state of Texas, 
by salesman who lives on the territory, has 
a good following and well acquainted, Will 
carry either men’s, women’s or children’s. 
Address G-52, Road Avenus Hotel, Rome, Ga. 
Small expense against commissions. 





WANTED—A line of men’s or women’s popu- 

lar priced shoes for Chicago and middle west. 
I can produce a large volume of business in 
this territory and give best of references. Ad- 
dress D-664, care Boot & Shoe Recorder, 209 
S. State Street, Chicago, 





UALITY line, Men’s or Women’s fine shoes 

for Florida, Alabama and Georgia by clean, 
high type live wire salesman with established 
trade and unusual following. Can sell volume 
and build large profitable business for a well 
known manufacturer of quality shoes. Address 
1-663, care Boot & Shoe Recorder, 239 West 


39th Street, New York, N. Y. 





FOR Georgia, Florida and Alabama, outstand- 
ing make-up line women’s style shoes to retail 
at $3.95. Clean, well known, live wire salesman 
with established trade and )arge folowing can 
sel} three hundred thousand or more for a 
manufacturer of smart shoes. Address D-662, 
care Boot & Shoe Recorder, 239 West 39th 


Street, New York, N. Y. 





W4 'ANTED—Line of women’s $5 and $6 Correc- 
tive shoes on consignment by a Chiropodist. 


Long established a orking with medi- 
cal men. “Chas. C. opportunit Best refer- 


ences, Ur. Chas. eaceh, Ti amacville, Ga. 





CA ‘ALES AGENCY, metropolitan area, desires 
manufacturer’s fine medium priced men’s 


dress and work ho. Direct selling. Address 
D-661, care Boot oe Recorder,, 239 West 


39th Street, New York, N.Y. 








Money in Foot Correction— 


BE A TECHNOPEDIST 
to $10, 000.00 ar year rs this new and ‘dignified 


pe sg Home study course, including equip- 
ment, furnished at low cost. Easy terms. Write 


THE TECHNOPEDIC INSTITUTE 
140 Boylston St. Boston, Mass. 

















WANTED TO PURCHASE 











Buyers of Surplus Stocks 


We will buy surplus or an | gieehe of shoes 
from manufacturers, jobbers 
QUANTITY NO gine 


KIRSCH - BLACHER CO., Inc. 
106 Duane St. New York 


Phone Worth 2-5377 and 5378 





























POSTER @ DEUTSCH 


436 Grand St., New York City 
Phone Dry Dock 4-0352 


—BUY FOR CASH— 


entire or surplus stocks of 


SHOES—DEPT. STORES 


Leases assumed 

















WE BUY 
Entire or ius Wholesale and Retail 
Biocks, Also Branded Shoes such as 
Walk-Over, priorsbelm, qo Vital- 
ity, Arch! Preserver, Queen Quality, Bos- 
IRVIN RUBIN 
“The House of Jobs” 


89 Reade St. Co Chureh 
Phone Barclay 7- 7387 New York City 








CLASSIFIED ADVERTISING RATES 
The rate tor “Position and Lines Wanted” adverivcments is 4 cents pes word Sor all undisplayed. advertsemems 


Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. 


3125. When 


word of the address ahould be commed. 


twelve words should added for 


intmum charge 


me 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable ia advance. 
@ Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™ 
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New Improved 


for Price Tickets 


half grees 
Tilts at any angle 


M. D. POLLINGER CO. Holland Bidg., St. Louts, Me. 



































ST of BWAY 


NEW YORK 


1000 ROOMS.... EACH WITH RADIO 
BATH and SHOWER, CIRCULATING 
ICE WATER, LARGE CLOSETS 


ropus $950 sus #600 
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TRADE LITERATURE 





Mishawaka “Red Ball’’ 


MISHAWAKA, INpD.—With the ex- 
pected volume-increase in work shoes of 
all types which will advent the coming 
Spring, together with the bearing of 
the recent C.W.A. projects and “back 
to the farm” movements in this respect, 
shoe merchants will be interested in the 
latest issue of “Red Ball’”—the trade 
sheet of the Mishawaka Rubber Co. 

“Hickory,” “Clipper,” and the well- 
known “Mishko” are the brands de- 
scribed and illustrated. “Mishko”—“for 
those who want the best work shoe 
money can buy’—comes in eight num- 
bers with a wide choice in leathers and 
styles; “Hickory”—“a dependable shoe 
in the popular price field” (now bearing 
the Red Ball trade mark) comes in 29 
numbers that include $3 and $3.50 re- 
tailers; “Clipper”—“for those who want 
good quality at the lowest possible 
price” (molded fabric insoles and mid- 
dle-soles) comes in a number of styles 
that will interest the merchant who is 
concerned with the inexpensive shoe of 
this sort. 

Special attention is called to the 14 
numbers in boy’s, youth’s, and little 
gent’s sizes—“built to stand the gaff.” 
In the 1934 line, the selling price range 
is $2.50, $3, $3.50.$4;sizes: Men’s, 5-12; 
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women’s, 2-9; boy’s, 244-6; youth’s, 1-2; 
little gents, 9-134. 


Edgerton Catalog 


EDGERTON, W1s.—Nunn-Bush’s cata- 
log of the “Edgerton Shoe” for Spring 
and Summer is out, pictorially present- 
ing some 30 in-stock men’s styles by 
means of beautiful, color process plates. 
Very enticing are these warm weather 
shoes—ventilated cork and brown calfs, 
ventilated white calfs, and white and 
all-white shubucks—not talking about 
the white shubucks in combination with 
black or brown calf. These shoes are 
smartly and elegantly designed, and are 
reproduced so accurately that the dealer 
has a good idea what he is buying 
without seeing the shoes themselves. 
They all retail for $5 and are carried 
by the Nunn-Bush stock department at 
144 Duane Street, New York City. The 
catalog advises that all orders and 
correspondence should be sent to the 
above address. Sizes range from 5%- 


12; widths from AA to E. 





Lasalle Shop Moves 


DETROIT, MicH.—The Lasalle Boot 
Shop, featuring corrective footwear, 
has moved from 6525 14th St., where 
they had been for the past eight years, to 
913838 Grand River Ave.—the busy 


northwest section of the city. 
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WHO MAKES? 


Inquiry Department, Boot & Shoe Recorder, 
239 West 39th St., New York, N. Y. 






Please send us information where we can buy 
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Let the RECORDER help you 


lecate wanted merchandise. 
Mention grades. Attach to 


your letterhead and mail to 
Inquiry Department 


Boot & Shoe Recorder 
239 West 89th &., New York, N. Y. 
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BROADWAY AT 32ND STREET - NEW YORK 







UP-TO-DATE ROOMS 
AT DOWN-TO-DATE RATES 


‘Qe: 
TO $3.50 SINGLE 


6006 LARGE, CHEERFUL ROOMS 


TO $5.00 DOUBLE 


Private underground passage 


from Pennsylvania Station... 


saving taxi fare. One block from 
Fifth Avenue and Empire State 
Building. Subways, elevated 
lines, buses and trolleys stop at 
door. Direction — American 
Hotels Corporation. 

GEORGE H. WARTMAN, Manager 
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TRADE LITERATURE 





Green Shoe Co. Catalogs 


Boston, Mass.—The Green Shoe 
Manufacturing Co., 960 Harrison Ave., 
manufacturers of the famous Junior 
Arch Preservers, Stride-Rite, Mo-deb 
and Greenflex lines of growing girls’, 
misses’ and children’s shoes, have just 
issued two very attractive catalogs. 

The larger of the two, that on the 
Junior Arch Preserver line, is accom- 
panied by two manuals—one explaining 
the Arch Preserver principle for the 
benefit of the retail salesman, and the 
other a folder entitled “Healthy, Active 
Children,” written in nontechnical lan- 
guage for parents and designed for 
distribution among the store’s custom- 
ers and prospects. Both will be sup- 
plied to the Junior Arch Preserver 
dealer in any desired quantity without 
cost. Other dealer helps include dis- 
play and counter cards, shoe illustra- 
tions, trade-mark cuts and line engrav- 
ings illustrating the workings of the 
principle embodied in the Junior Arch 
Preserver shoes. 

The regular Greenfiex line for chil- 
dren and misses, Mo-debs for growing 
girls, and Stride-Rites, a feature line 
of welts and silhouwelts, are shown in 
a smaller size catalog, equally attrac- 
tive. Thirty-five in-stock numbers are 
pictured in this booklet, including many 
sport types. “These three lines,” says 
the foreword, “cover all requirements 
of retailers insisting on unvarying high 
quality—consistent and fair prices— 
and prompt and dependable stock ser- 
vice.” 





Friedman-Shelby’s Catalog 


St. Louis, Mo.—In a 70-page cata- 
log, Friedman-Shelby (branch of In- 
ternational) present their new Spring 
creations in fashion footwear for men, 
women, and children. An attractive 
showing of beach shoes for women, in 
a special insert, is one of the many high 
points. 





BOOTS AND SHOES 


Bett Shoe Co., Philadelphia, Pa.......... 54 
Brown Shoe Company, St. Louis, Mo...... 41 
Chase, W. 8., Sons, Haverhill, Mass...... 58 
Ce. Edwin, & Sons, Inc., E. Weymouth, 

Colt-Cromweil Co., New York Giiy...1.1.. 56 


Ebberts, John, Shoe Co., Buffalo, N. Y.... 54 
Enna Jettick Shoes, Inc., Auburn, N. Y...32a 
Evans’ Sons, L. B., Wakefield, Mass....... 57 


Florsheim Shoe Co., Chicago, Ill. ........ 37 
— Shriner & Urner, Inc., Boston, 


Friedman, B., Shoe Co., New York City.. 47 


Gilbert Shoe Co., Thiensville, Wis......... 1 
Green Shoe Mfg. Co., Boston, Mass. Back Cover 


“ee Fried & Sons, Inc., New York 
ity 


.. Bros. Shoe Co., New York City..... 47 
red Shoe Co., Inc., New York City...... 46 
Marshall, Meadows & Stewart, Inc., Au- 
SS Fa Sree ori 33 
Mishawaka Rubber & Woolen Mfg. Co., 
i Sarre 2nd Cover 
Morris Shoe Co., New York City......... 46 
Mrs. Day’s Ideal Baby Shoe Co., Danvers, 
RR ts ag oR ea OR Ne Se 60 
Nettleton, A. E., Syracuse, N. Y.......... 56 
Old Colony Shoe Co., Brockton, Mass...... 56 
Packard, M. A., Co., Brockton, Mass....... 55 


Peters, Branch Int. Shoe Co., St. Louis, 
Mo. 6-7 
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Racine Shoe Co., Racine, Wis............. 50 
Roberts, Johnson & Rand, St. name, 2 Mo... 5 
Robinson-Bynon Shoe Co., Auburn, Y.. 43 
Rohn Shoe Mfg. Co., Milwaukee, Wis... ae 


Saks, M. J., Shoe Corp., New York City.. 46 
Shai-Pleres Shoe Co., Faribault, Minn.... 54 
Smith, J. P., Shoe Co., Ine., Chicago, Ill... 54 


Swan "By ‘Co., Inc., Baltimore, Md...... 52 
Tupper Slipper Co., Brooklyn, N. Y....... 10 
Vaughan-Towle Co., Wakefield, Mass...... 58 


Weiss, J., Shoe Co., Inc., New York City.. 46 


LEATHER AND OTHER MATERIALS 


Colonial Tanning Co., Boston, Mass....... 4 
Dewey & Almy Chemical Co., Cambridge, 
| ee ee es re Front Cover 
Evans, John R., & Co., Camden, N. J.....2-3 
SEE Kepiatbhe 66ceedécseeetetessesens 28-61 
Goodyear Tire & Rubber Co., Akron, O.. .26-27 
Kistler Leather Co., Boston, Mass......... 35 
Lima Cord Sole & Heel Co., Lima, O..3rd Cover 
Neumann, R., & Co., Hoboken, N. J...... 60 
Panther-Panco Co., Chelsea, Mass......... 53 
Surpass Leather Co., Phila., Pa.......... 45 
Zapon Co., Stamford, Conn............... 44 
HAND BAGS 


Resnick Bros. Ladies’ Hand Bags, New 
WORE (GD ccccccccspecegdees seestayds 29 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 

Fitz-On Sales Corp., Worcester, Mass...... 51 

Janvier, Walter, Co., New York City...... 42 

Mears, Fred W., Heel Co., Boston, Mass... 51 


‘United Last Company, Boston, Mass....... 48 


United Shoe Machinery Corp., Boston, 
BE. -eccccccccccccdbcodcoerecesecess 28-61 


2-in-1 Shinola-Bixby Corp., New York City 39 





Gilbert’s Spring Catalog 


THIENSVILLE, WIis.—The Gilbert 
Shoe Co.’s most recent contribution to 
the trade in the form of literature is 
their compact Spring catalog of chil- 
dren’s welts, together with dealer’s 
supplement, and a folder illustrating 
the free newspaper mats of suggested 
ads. The whole is a very handy and 
effective presentation. The shoes il- 
lustrated are shown in their actual 
colors, with textures reproduced as 
faithfully as possible— points which 
will enable the merchant to buy from 
the catalog with maximum accuracy. 
The Gilbert Shoe Co. manufactures 
welts exclusively, the children’s “Kal- 
isteniks” line, receiving their major 
concentration. These shoes are carried 
in stock in AAA to D widths. In this 
line are also included shoes for young 
women and a nurse’s oxford. One of 
the outstanding characteristics of these 
shoes is the seamless quarter and quar- 
ter lining. There is no back seam. 

The story is told that Mr. Gilbert 
left his native city of Manchester when 
he was 14 and came West. When he 
buckled down to shoemaking he had in 
mind making shoes of the best possible 
quality, and in limited volume. He 
achieved that purpose, and then he dis- 
covered a problem. Buyers demanded 
more of his shoes. They wanted more 
than he could make. And, although 
he enlarged his factory, he stuck to his 
purpose of making shoes of the best 
quality. 
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VITALITY STEPS AHEAD OF 
THE EASTER. PARADE 


ia 


‘with a pre-Easter Stock Service 


that assures quick fill-in orders” 





Vitality stands ready to help you get your share of 
Easter business with a comprehensive Stock Service 
on seasonal shoes. In fact, Vitality dealers know that 
our policy of prompt and efficient Stock Service is a 
year-round proposition that assures quick service on 
fill-in orders. 


The new Spring and Summer line of Vitality Health 
Shoes has met with a remarkable reception from the 
trade. In styling, it attains a notable record for au- 
thentic smartness; in quality, it offers the finest ma- 

_terials and workmanship; in fit, it possesses the 
popular features of the “vitality principle” of con- 
struction. It is a well-rounded, thoroughly balanced 
line in every particular. 


These advantages, and the fact that Vitality Health 
Shoes are a leading nationally advertised line, make 
an outstanding set-up that merits the close considera- 
tion of progressive shoe departments. 

VITALITY SHOE COMPANY * ST. LOUIS, MO. ; 


Branch of International Shoe Company ; 


WOMEN’S MEN'S SBE Boys’ CHILDREN’S 
AAAAtoEEE AAAtoG fA@diniaiaal: AtoE Complete widths 


Sizes 2to011 Sizes5to14 Health Sho Sizes1to6 antes 


$6and $6.75 $5 and $6 Rees S$4and$4.50 1, size $2 to $5 
Vitality Growing Girls’ and Thrift Grade Shoes for Women $5.00 


SHIRLEY 


NATIONALLY ADVERTISED IN 
VOGUE ¢ LADIES’ HOME JOURNAL 
McCALL’S ¢ PHOTOPLAY 
GOOD HOUSEKEEPING 





WATCH THE UP-TURN IN YOUNRBI 
FEATURING WHITE LEVON ° 


And in this record year for white kid 
shoes, prepare for several turn-overs, too, 
of your stock, instead of only one. You'll 
find white kid shoes demanded early, in 
all types; and volume calls will be felt 
throughout the entire summer. 


It's in your power to make unprecedented 
profits from May through to the very end 
of summer. Our advice is to get set to do 
at least 30% more white kid business this 
year than you did in 1933. 





G. LEVOR « CO.,INC. 


GLOVERSMILLE, N.Y. 
TANNERS OVER 58 YEARS 
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CHESTNUT BROWNS 
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WV The newest and smartest browns in spring 
Ready-to-Wear are lighter than the deep 
browns of the winter, brighter than the soft 
browns of last year—true chestnut shades. 
They are expected to carry on into the fall. 


W These same chestnut browns are perfect 
accessory colors for wear with beige, green, 
and a variety of pastels, as well as any costume 
trimmed with mink or sable. 


VW Quaker City has always concentrated on 
browns in this color range, and has achieved 
a uniformity of color and an excellence of 
leather that are widely recognized. 


W Anew version of the well established No. 24 
has been developed, and is already in produc- 
tion. You can be sure of your upper stock if 
you detail your chestnut brown shoes in 


QUAKER CITY 
NEW 














NO. 24 








March 1I7, 1934 
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QUAKER CITY DIVISION 
ALLIED KID COMPANY 
519 West Huntingdon Street, - - Philadelphia, Pa. 
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THE TELITA 
Stock No. 118—Gray Sponge 
Calf with gray calf lace- 
stay; gray amalac lace de- 
sign and perforations 
punched through vamp. Sizes 
AAA to C. $3.90. 


CPW/OO 


THE DIXIE 
Stock No. t!!—White Kid 


with perforations punched 
through vamp. Sizes AAAA 
to B. $3.85. 


for Spring and Summer 


; , 
‘aipiaiiian Presenting a selection of the season’s most popular 


Stock No. 110 — Gray Kid i ; 
Seamless Pum, Seer Sie ag that defies comparison for smartness and 
e value. 


to B. 3.85 


Sherwood has carefully studied and evaluated every 
new fashion trend. Our IN STOCK department 
comprises the styles that will be in greatest demand 
during the spring and summer months. Every shoe 
represents Sherwood workmanship at its best. 


THE SANTORE . . ‘ 
ih a oe Banas We want you to see the entire line. Write for our new 


vamp. and perforated design catalog today! 
on vamp and quarter. 
Stock No. 120 — White 
Sponge Calf. Sizes AA to 
B. $3.80. 
SHERW 00D SHOE CO., Rochester, N.Y. 


THE SCULLY 
Stock No. 114— Blue Kid 
and Blue Micro-Grain with 
gray stitch design 
Stock No. 115—White Kid 
- wae Pe — THE PAXTON 
white stite! lesign. zes Stock No. 106—Black Kid with 
AAA to C. $4.00. ; gun-metal and light gray perl 


vamp design. Gray piping. 


Stock No. 109—Blue Kid with 
gray and light blue vamp cie- 
sign. Gray piping. Sizes AAAA 
3.85. 
jn No. ah pro Pg with 
THE TULARE dark gray stitel esign, gray 
amalac bands, and perforated de- 
Stock No. 103—Black Kid sign underlaid in gray. Sizes THE TOWNE THE GILES 
with perforated design on AAA to C. $3.85. Stock No. 106—Black Kid with Stock No. 116—Blue Kid, with 
vamp and quarters. perforations punched through light gray stitching on blue pat- 
No. 104—Blue Kid. vamp and quarter. ent leather quarter collar; gray 
Stock No. 105—White Kid. Stock No. 107 — White Kid. perl piping and bands. Sizes 
Sizes AAAA to C. $3.85. Sizes AAAA to C. $3.85. AAA to B. $3.85. 
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Manufacturers and Shoe Merchants who are 
desirous of meeting the insistent demand for 
lightweight, close edged, and flexible footwear 
will find the UCO LOCKSTITCH SHOE of 
notable interest. 


Refinements of major importance are combined 
to make this SEWED SHOE one of the out- 
standing new developments in smart shoes for 


THE women. 
UCO LOCKSTITCH 
SHOE 


LIGHTWEIGHT INSOLES AND OUTSOLES 
THIN SHANKS — CLOSE EDGES 






UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS - 
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Unlined WHITE BUCKO 
shoe by C. B. SLATER CO. 


WHITE BUCKO deserves its great popularity. In 
addition to its characteristic beauty and deep rich 
pile, it is the one white leather that can be cleaned 
to the wearer’s satisfaction. 

WHITE BUCKO is the ideal leather for white 
unlined shoes. 


HUNT-RANKIN LEATHER CO. 


106 Beach Street, Boston 


Tanners of 


BUCK 


WHITE and COLORS 
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Genuine 


Morocco Kid 
A Real Sales Builder...... 
for Spring 


and Summer 









Wine RA 





No. 2120—Black Morocco Kid. No, 2121—Brown Morocco Kid. No, 2122— 
Blue Morocco Kid. No. 2123—wWhite Morocco Kid. ..... Four eyelet blucher 
oxford, punched through vamp and perforated quarter, 362 last, 15/8 covered Cuban 
heel, leather top. Sizes AAA—5% to 10; AA—5 to 10; A, B—4 to 10; C, D— 
$to%..... Price $4.50. 


Available now in Black, Brown, Blue or White. Here’s one style which 
will bring you additional business. An extra shoe for extra profits .. . 
all four colors shipped from stock. 


These shoes usher in the new Season . . . meaning 3 things to you: 


(1) More Volume, (2) Real Service, (3) More Profits. 


N. Y. Office: 520 Marbridge Bldg., 47 W. 34th St. Chicago Office: 506 Security Bldg., 189 W. Madison St. 


ee eee 

W. B. COON CO. 

37 Canal St. 

Rochester, N. Y. OSs OE Ses CRETE SCL Te CRETE TT OC COCO 

Dept. R-11 

Send me: 
ME Be Taio ws ccvnved po0ees 10st auodeeeseueas 
Mids ecacen wndosapennesnedanean ETRE Te 
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